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“GENUINE HEMATITE” 


| Just compare the dignified beauty of this 
L marvelous creation of science with the natural stone 











Jewelers! Here’s a Wonderful 
New Item that will Keep You 
419063 —10K Natural Gold on Busy Ringing up New Sales! 419182 — 10K. Natural Gok 


Sterling Silver. Scientific Hematite Sterling Silver. Scientific Hema 
Hntaglio. Suggested retail price Progressive jewelers have been quick to realize the marvelous op- Intaglio. Suggested retail price 
$4.2 5 Each portunity for increased profits with Ostby & Barton’s latest creation, 
“Scientific Hematite” rings. 
Hematite rings have always been a popular profitable item for 
the retail jeweler. But because of the unsettled conditions in Europe 
shipments of the already scarce Hematite stone have practically 
ceased. In order to help you maintain your share of this profitable 
business, Ostby & Barton Co. has made every effort to overcome the 
unforeseen scarcity of this favorite stone. 


How “Scientific Hematite’ Differs From 
Real Hematite 


Not only is the “Scientific Hematite” an adequate substitute but 
also it contains the same physical properties as the genuine stone. 
In color and appearance it is practically identical but best of all, 
this new discovery will not break, will not discolor and in many re- 
spects is far more practical than the real Hematite. 
7 No need now for you to worry over loss of “Hematite Ring” 
on os zs ee hat sales, for Ostby & Barton Co. offers you a new opportunity to cash 4)77 05 —10K N atural Gold 
a taglio. S 4 4 pei in on its sensational new discovery—“Scientific Hematite”! Ask Sterling Silver. Scientific Hemati 
ee Se en penne your wholesale jeweler today to show you the new O-B “Scientific Intaglio. Suggested retail price 
$5.25 Each Hematite” rings. The consumer appeal for the “Scientific Hema- 
tite” has been proven by many over-the-counter sales during the 
past six months. 


DON’T FORGET THE 0-B $1,000.00 “NAME TRAY” CONTEST 


Here is how you can win valuable cash prizes totaling $1,000.00. Simply 
think up a name for the new O-B ‘‘Glamour-White’”’ ring trays, write it 
on an official entry tag, and mail to Ostby and Barton Co., 118 Rich- 
mond Street, Providence, R. I. Entry tags on the back of all ‘‘Glamour- 
White” trays. Ask your wholesaler for further information about this 
contest or write direct to Ostby and Barton Co. 


Ostlhy + Barton G. 


Manufacturing Jewelers 
X4136—10K Natural Gold, Scien- 118 Richmond Street, Providence, R. I. 4X2592— a See a ri 
tific Hematite Intaglio. Suggé 


fic Hematite Intaglio. Suggested ? 7 
ptail price . . . . $10.00 Each Branches: New York, Chicago, Los Angeles retail price . . . . $12,755 








The KON-ITE Line \ 
covers the entire price range from 

the lowest price at which a GOOD 
strap can be made to the highest 
price that a FINE strap will com- 
mand. Regardless of price all are 
top values; there is no com- 
promise in the quality of Kon-ite 
workmanship. 


Your copy of a new broadside , “All You 
Need To Know About Watch Straps” 


is now in the mails. . . . Watch for it! 


A. SAUER & CO. 
Cincinnati 
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Jewels 
For 
Summer 


Styles 


a 










For formal daytime wear, an exotic bracelet with huge 
clip of sapphires and diamonds on a flexible gold brace- 
let, star sapphire ring set in gold with tiny rubies for 
accent and flying fish pin with star sapphire. Earrings 
ore fashioned as golden, diamond-centered ‘lowers 


Cool and dainty for summer, a cultured pearl ensemble 
of necklace, earrings, bracelet and ring. Even the dainty 
white evening sweater is decorated with simulated pearls 


Diamond and pink-gold daisy brooch holding a little 
nosegay of real daisies and worn with a hat crowned in 
millinery daisies. In your window, show flowers and 
flower-pins with a card reading, "Our flower arrange- 
ments are made to wear and the jewels never droop" 


Upper photos from Jewelry Industry Publicity Board ; 
Photo at right from De Beers Consolidated Mines, Ltd. 
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Found—More Allure 
For Hot Weather Windows! 
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Cooling as a cake of ice to street-shoppers, this display shows beverage accessories inside 
cubes of transparent cellophane. Green cellophane lines the inside of the window glass. 


O parody Mr. Gershwin’s lovely lyric, “It’s Sum- 

mertime and the selling is hard’’—for the jeweler 
who permits a seasonal lapse in his promotional efforts. 
Distinctive window displays and other promotional ac- 
tivities should not cease when the popping of fire 
crackers announces the close of the June wedding sea- 
son and the approach of heat waves. 

However hot the season, Mr. and Mrs. America do not 
stop enjoying life from June to September, but rather 
make a fine art of a more informal style of living. In 
this modern scheme of summer living, jewelry merchan- 
dise has a definite place both in the fashion and furnish- 
ing picture. 

Summer costumes call for gay, amusing jewelry. Fea- 
ture your novelty pieces in fashion displays making tie- 
Fea- 
ture smart gold pieces rather than your more elaborate 
platinum settings. An undersea effect as a setting for a 
display of pearls and coral is cool and attractive looking 
in warm weather. 


ups with summer activities and fashion pictures. 


Use coral branches, sea shells and 
sea fern to build your background and cover the plate 
glass with a sheet of pale blue-green cellophane. 
Summer hospitality gives the jeweler his next cue for 
summer sales. While entertaining in summer is more 
informal than during the rest of the year, its appoint- 
ments must be equally attractive and designed for 
smooth, unflustered service. Windows to tempt the hostess 
«should offer specific suggestions for the service of sum- 
mer meals. Beverage services cannot be shown too fre- 
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by VIRGINIA DIXON 


quently or in too great variety all during the season. 
Real fruit in bowls, cellophane crumpled to simulate 
crushed ice in the ice tub, shakers, pitchers and goblets 
“frosted” with epsom salts are all attention getting 
touches which you can easily use. 

A display of silver and china salad bowls is timely 
and can be made more interesting with the addition of 
2ll the accessories for the salad service—gay china 
plates, serving spoon and fork, salad dressing bowl and 
ladle, cruets, salts and peppers, individual salad forks, 
and the like. Silver platters with mustard pots and rel- 
ish dishes and matching serving forks; berry bowls and 
spoons and sugar shakers with one bowl filled with arti- 
ficial fruit or candied strawberries; bouillon cups and 
spoons for the popular jellied consommes are some of 
the timely combinations of merchandise which can be 
made. 

There are many items of flatware which are particu- 
larly essential in serving summer dishes. One or more 
displays could well be devoted to featuring these items 
in a variety of patterns with the suggestion that there 
could be no better time to fill in incomplete services with 
such pieces as dessert spoons, ice cream forks, iced tea 
spoons, ice tongs, tomato servers, etc. 

A painted cut-out suggesting a gay garden parasol or 
awning would make an appropriate background piece. 
Palm leaf fans in bright colors might be scattered across 
the background of a display of beverage sets with the 
‘aption: “For the Serving of Summer Coolers.” A pen- 
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"Silver and jewelry in the summer picture," sure enough! Imitation flowers shown in 
molded frames, like floral prints, with hollowware and jewels in the foreground. 


guin would also make an amusing cut-out for such 
a display. 

Gift suggestions for guest-to-hostess presentations 
are another appropriate theme for summer windows. 
These may cover a wide selection of merchandise and 
should get across the gift idea in a definite and decora- 
tive manner. Enlarged calendar pages for July and Au- 
gust with week-end dates lettered in red could be used 
as a background with ribbons extended from the numer- 
als to suggested items and gift-wrapped packages. A 
large and gaily wrapped box attached to the background 
with a tag conspicuously lettered: “Thank you for a 
lovely week-end” would carry the idea. 

A display of electrical equipment, including clocks, 
chafing dishes, coffee pots and so forth might be fea- 
tured during the summer with attention called to the 
economy of exertion involved in their use. 

Make all your windows as cool and inviting in appear- 
ance as possible. The cooperation of your local florist 





A stylized summer sun draws 
attention to this window, 
where watches, watch 
bands, jewelry and acces- 
sories for summer wear can 
be shown reflecting the rays. 
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will help in achieving such a cool atmosphere in your 
displays. Fresh flowers, potted ferns and ivy give in- 
creased attention value to the showing of summer acces- 
sories and can be used to display your vases and flower 
bowls to advantage. 

Avoid crowded arrangements of merchandise. Use the 
cool colors—blues and greens—for your backgrounds 
with incidental touches in bright colors. Use mirror 
plaques to show both glassware and silver. 

Jewelry and silverware can be combined to advantage 
in summer displays as shown in the accompanying 
sketch—‘‘Silver and Jewelry in the Summer Picture.” 
White molding picture frames are interlocked against 
the background with artificial flowers arranged in them 
and the hand-lettered scroll carrying the copy twisted 
through frames and flowers. Jewelry is arranged on ele- 
vations in the center of the window and silver services 
are placed on either side. Brightly colored flowers 


(Please turn to page 49) 
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Good Display 


Sells Costume Jewelry 





Scheer's costume jewelry windows invite detailed inspection 


An interview with Russell G. Srheer. 
who has convinced Rochester that Scheer’s 
is the place to buy decorative as well 


as precious jewelry. By €. A. Little 


ee O make a success of costume jewelry, it must be 
attractively displayed and intelligently sold,” says 
Russell G. Scheer, president of E. J. Scheer, Inc., Roch- 
ester, N. Y., which has earned distinction throughout the 
United States for its displays and selling methods. 

“Attractive window displays and the intelligent use 
of advertising are required to bring customers into the 
store,’ Mr. Scheer adds, “but there must also be per- 
sonality back of the counter, or the finest displays in the 
world will not create good business.” 

Lest it be inferred that costume jewelry is the complete 
answer to a maiden’s prayer for jewelers’ profits, he de- 
clares that further requirements are a good location for 
the store, a good reputation, and dicriminating judgment 
in selecting merchandise. 

“Otherwise,” he says, there can be a lot of grief.’ 

Scheer’s is a complete jewelry store in which costume 
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jewelry occupies a department—a store with a reputa- 
tion. 

Now located at 253 Main Street East, in what is per- 
haps the best retail section of the city, it has been built 
through the vicissitudes of 38 years. The new store, 
which was completed and occupied in 1938, was described 
in Tue Jewevers’ Circucar-Keysrone of January 1939, 

On each side of the center entrance are invisible win- 
dows, which make the contents seem out in the open— 
jewelry in an environment of artistry that brings out 
its conspicuous beauty, and creates the impression jn the 
mind of the spectator that he is looking at a masterpiece 
to which full deference is shown in the setting. 

Almost instinctively, he goes inside because he feels. 
that here must be things worth seeing. 

The jewelry department is in the center of the store, 
where six ten-foot cases and two eight-foot cases have 
been arranged in an island. Each case is a separate 
classification of the department. 

The first thing a customer sees is the case containing 
the better gold jewelry and stone jewelry—the usual 
up-to-date things that are carried by jewelers nowadays. 

Why are they in this location? 

Mr. Scheer answers: 

“We give them the greatest prominence because we 
desire to build up our unit sale, as well as to create a de- 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1940 

















sire in our customers’ minds for better jewelry when 
they are in a position to buy it.” 

As you walk through the store the next case—at the 
left of this quadrangular island—is the costume jewelry. 

“We know that there is a tremendous demand for this 
class of goods and, therefore, we give it considerable 
display in our cases. Of course the average unit of sale 
is comparatively small, but the ratio of mark-up and 
profit is as high as any other line in the store, and tic 
rate of turnover is unusually high. 

“The net profit, therefore, is decidedly well worth 
while, besides which, we find that the costume jewelry 
department brings a lot of new customers into the store. 
some of whom become buyers of the higher priced goods. 
We look upon costume jewelry as a good feeder for our 
other departments, as well as a profit-maker in itself. 
On either score alone, it would be worth while.” 

The costume jewelry cases are fitted with platforms 
done in a combination of eggshell and burgundy fabrics. 
The arrangement of pieces is carefully coordinated, ac 
cording to style and color, and throughout the depart 
ment a few pieces are shown on easels on top of the cases. 

Mrs. Mildred Cable, buyer for, and manager of, the 
costume jewelry department, presides with gracious 
charm over the cases—keenly aware of feminine jewelry 
wants. 

“We display popular priced costume jewelry as at- 
tractively as we do our gold jewelry,” said she. In other 
words, each piece is individualized in appealing to the 
eye. We use no flat cases—-do not put anything in trays 
except surplus stock. 

“The elevations are in circles, semi-circles and straight 
lines. The advantage of elevations is that it brings out 
the importance of pieces and breaks the line of vision. 
We try to make show cases as attractive as a well-dressed 


window. 
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Sales - productive cos- 
tume jewelry advertise- 
ments must be well 
illustrated, says Russell 
G. Scheer. He wants 
manufacturers of such 
merchandise to pro- 
vide more mats for 
retail jewelers’ use. 





“New 
jewelry to complement their dresses. 
another cycle in which jewelry will be a part of the 
costume. Therefore, it is essential for every woman who 


styles make it compulsory for women to wear 
We are entering 


is to be correctly dressed to wear modern jewelry, 
antique, or antique reproductions. 

“That is, of course, for daytime wear. It is also up 
to jewelers to see that they wear precious stones to com- 
plement their evening gowns.” 

At the end case is the novelty department where cos- 

(Please turn to page 48) 


This show ca‘e display individualizes each costume jewelry piece 
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CHAIR WITH INVERTED CUP LEG 
MANTLE WITH 
GRINLING GIBBONS CARVINGS 


CABINET WITH HOODED TOP 
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CHAIR WITH CABRIQLE HIGH BOY WITH BROKEN PEDIMENT, CLOCK WITH 
LEGS AND FIDDLE BACK FLAME FINIAL,SHELLS AND ACORN DROPS MARQUETRY 











Certain modern silverware mirrors the William & Mary and the Queen Anne periods. Though 
but one sterling and one plated pattern are sketched for each of these ages, other patterns 
by various manufacturers are likewise harmonious with interiors done in these periods. 
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Knowing Yesterday’s Designs 
Sells Silver Today 





Vital influences on the interiors of modern American homes 
are the various “periods” of history, each of which has lefi 
us a distinctive heritage in design. In this series of articles, 
Belle Kogan, brilliant young industrial designer, brings you 
the characteristics of the major “periods”, so that you can 
help your customers, intelligently, in selecting sterling or 


plated patterns that will harmonize with the decor of their 




















homes. 





Though many manufacturers produce equally ap- 
propriate patterns, space limitations permit the showing of 


only one sterling and one plate pattern for each period. 





BELLE KOGAN 





Part 3—Early English Influences—William & Mary: Queen Anne 


ie the late 17th Century, while Louis XIV was giving 
the French a period of rich extravagance, his bitter 
enemy, William III of Orange, and Mary, daughter of 
James II, came to the throne of England. Although in- 
volved in war during very nearly all of his reign, William 
gave England such important reforms as the signing of 
the Bill of Rights, the passing of the Toleration Act, the 
granting of a charter to the Bank of England that intro- 
duced what is still the basis of our present form of trad- 
ing, loans, credits and interest. 

William’s Dutch background and his pro-Huguenot 
sympathies brought both Dutch and French influences 
into English art and living. Of course, the major in 
fluence on decorative art during this period was that of 
Sir Christopher Wren, master architect, followed only by 
that of Grinling Gibbons, famous artist in wood carving. 
In the large manor houses of the period, Gibbons’ art, 
under royal sponsorship, was the outstanding decorative 
contribution of the times. 

William brought artists from Holland into England, 
and encouraged French Huguenot artists and weavers 
fleeing to England to avoid religious persecution. His 
rivalry with Louis XIV extended to an effort to outdo 
the glory of Versailles, and so his reign was a heyday for 
craftsmen and artists of all kinds. 

Walnut began to replace oak for furniture, and here 
began the Age of Walnut, continuing through the time of 
Queen Anne. In using the new wood, cabinetmakers 
turned to lighter, more graceful lines, with carvings in 
such characteristic motifs of the period as claw and ball, 
tulips, jessamine flowers, acanthus, seaweed or cobweb 
design, parrots and butterflies. 
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Queen Mary’s tastes, centering about her love of home 
and domesticity, had marked influence on decoration. 
Her fondness petit made upholstery the 
fashion; her collection of fine porcelains not only made 
a new national hobby, but also gave birth to the corner 


for point 


cupboard, 

Queen Mary hung the walls of her bedroom with cotton 
India prints, and so was started another trend. Social 
groups became smaller, life became more intimate, and, 
with the introduction of tea into England at this time, a 
new living habit was born. Quantities of small tables 
replaced the single huge one. Silver services, and all of 
the appointments of teatime, came into great popularity. 
Silver was even used for furniture for the nobility; em- 
bossed, repoussé, chased by the graver. 

With the Dutch Fast India company bringing its 
fabulous cargoes into England, all things Oriental came 
into great vogue. Oriental porcelain, Chinese lacquer, 
lacquer colors — red, black, blue, green, gold — and, of 
course, the ubiquitous India prints, all affected decora- 
tion. This was a period of much interest in mirrors, 
varied in form, shape and embellishment, and was indeed 
the peak of the clockmaker’s art, with, particularly, at- 
tention to the grandfather’s clock. Silversmiths pro- 
duced tankards, candlesticks, salt shakers, urns. ewers, 
pitchers, richly embellished. 

Several of the most popular, active patterns, in both 
sterling and plate, offered today by American silver- 
smiths, reflect elements of design from the William and 
Mary period. Let it not be thought that these patterns, 


nor patterns based upon any other period, merely re- 
(Please turn to page 63) 














Who Gives Watehes—And to Whom 


Part 2 in a stady of watch-buying habits 
in Akron. Ohio, by Harry Bean Wolfe 
marketing expert. Gift factors, analyzed 


here. will help you merchandise watches 


ee HIS watch’ll surely tickle daughter. It’s her 
dad’s and mother’s idea of a real Christmas 
present !”” 

So saying, Mr. John Q. Public planks down between 
$25 and $50, and walks out from the jewelry store with 
a handsome wrist watch for Susan Ann. 

The jeweler has just made a typical watch sale—to 
parents (from whom 44 per cent of gift watches. are re- 
ceived), to be given to a son or daughter (who are on 
the receiving end of gift watches 47 per cent of the 
time) at Christmas (when 33 per cent of gift watches 
are given) and at a representative price (63 per cent of 
all gift watches retail for $25 to $50). 

Jewelers who wish to plan their advertising, window 
displays, radio programs and direct-mail, so as to appeal 
most effectively, at the right time, to the people who buy 
watches as gifts, will be interested in the watch-giving 
facts produced by a “Gallup poll” survey of watch buy- 
ing and ownership, conducted recently through a scien- 
tific cross-section of Akron, Ohio, by Harry Dean 
Wolfe, assistant professor of marketing at Kent State 
University, especially for Tue Jewerers’ Circurar- 
KEYSTONE. 

As explained in the first article of this series, in the 
June issue of this publication, the population of Akron 
was divided into three income groups—10 per cent in 
the high income group, consisting of families owning 
homes worth more than $7,500 or paying more than $75 
a month rent; 65 per cent in the medium income group, 
including families with homes worth $3,000 to $7,500 or 
renting at $31 to $75 a month, and 25 per cent in the 
low income division, consisting of families with homes 
below the last-mentioned level. 

Several hundred interviews were then made through- 
out Akron in the same ratio that the income brackets 
bear to the entire population of the city. Similarly, the 
interviews were pro-rated between men and women, and 
among age levels, in accurate relationship to the whole 
population of Akron. 

Two-thirds of all the watches, it was discovered, were 
acquired as gifts. Among persons in the high income 
group, 69 per cent received watches in this way, and in 
the middle income bracket the dominance of gift watches 
was only 1 per cent. In low income families, it was 
found that 58 per cent of the watches were presented to 
their owners, 4 per cent came as prizes and 38 per cent 
were purchased by their wearers. 

With women’s watches, four out of every five were 
gifts, whether for Judy O’Grady or the Colonel’s Lady. 

Likewise, among men the majority of watches have 








been gotten as gifts. Fifty-six men wear a gift watch, 
to 43 who purchased theirs, and one who won it as 4 
prize. It is only among men of low income that self-pur- 
chased watches outnumber gift watches, the ratio being 
51 purchased watches, to 43 gift watches to six prizes, 

The fact that two out of every three watches are 
bought as gifts strongly demonstrates the advisability of 
a gift slant for retail jewelers’ advertising and displays, 
Such angles as “Have You a Daughter Who Needs 
Smart Watch?” “How Long Since You Gave Her a 
Real Birthday Gift?” and “A Word to Wives About His 
Watch Gift” should be more productive than appeals to 
the individual to buy a new watch for himself. 

Watch-gift advertising, moreover, should be directed 
in large part toward parents, for the Akron survey 
brought out the important fact that 44 per cent of all 
watches received as gifts came from parents, the propor- 
tions of watches so received ranging from 35 per cent 
in the high income bracket, through 44 per cent in the 
medium income division, to 51 per cent in families of low 
income 

Tabulating the answers of those interviewed to the 
question: “If your watch was a gift, from whom did you 
receive it?” discloses that while men’s gift watches come 
mostly from their parents, husbands are the principal 
donors of gift watches owned by women. In fact, hus- 
bands appear in the connubial scene as more than twice 
as generous as their wives in the matter of giving 
watches to each other, though perhaps if wives had as 
much ready cash the score would be even. Here’s where 


the gifts came from: 


Both 

Source of gift Men Women Sexes 
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CI «ko. cd wevdasvertonrene ies 6 4 5 
Lo a ree 4 1 2 
UN a a OS | 4 3 4 
GPAHEDATENTS: oii cicweweiess 4 1 2 
MONEE” SGhxikiawaakaws rene 3 en 1 
ER ise aiden ne-nedvadetsventos.< 1 2 2 
aCe cee ene ee eee Sree ; 1 
Dowt Memember 2. 666s csvas ie ] 
WINMNRIE? cocci ratscpretenia sislatans Sima tertieen ks se 1 


Husbands, the second most frequent donors of watches. 
account for 22 per cent of watches acquired as gifts, fol- 
lowed by wives, 9 per cent; friends, 8 per cent, and va- 
rious relatives. The giving of watches by husbands and 
wives to each other is more frequent, as would be ex- 
pected, among the more affluent groups, while watch 
gifts by “boy friends” and “girl friends” reaches higher 
proportions among the medium and low income groups 
than among the Country Clubbers. 

Christmas stands out as the greatest gift occasion for 
watches, followed by graduation and birthdays. Thirty- 
three per cent of all the gift watches covered in the 
Akron study were received under the mistletoe, the holi- 
day being especially favored for watch-giving by the less 

(Please turn to page 63) 
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HOW THEY ACQUIRED THEIR WATCHES 


—by Gift 


—by Purchase 


(EACH FIGURE REPRESENTS 10 PERCENT) 





Higher Incomes Men 


so, WA 


44/. 





Higher Incomes Women 





Medium Incomes Men 








Low Incomes — Men 





Low Incomes - Women 








Where figures do not total 100% difference equals watches rcceived as prizes 


WHO GAVE THEM THEIR WATCHES— 


EMPLOYER 1% 
COUSIN ..1% 








PARENTS | HUSBAND : 


44" 





FRIEND 
8% 





“22% > 





WHEN THEY WERE GIVEN WATCHES— 





SON 
3.5% 





AUNT 


3.5% 











CHRISTMAS GRADUATION [CLG Dy eae N° Seco! 


Occasion 


33% ; 24% 


22% 
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BROTHER ... . 2%. 
SISTER... ... 2% 
G'D PARENTS 2°% 
DAUGHTER .. 2% 


SERVICE AWARD 1% 
DON'T REMEMBER 1% 
lol 






INHERITANCE 3 % 
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DOLLAR VALUE OF 


DIAMOND PRODUCTION 
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SOUTH AFRICA 








. 36% 

















This map shows the origin of diamonds produced during 1939. The share, in dollar value, of each important diamond-mining nation, is shown by 
the segments of the circles. Stars indicate nations which produced fractions of one per cent of the world's total diamond production last year. 
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The Diamond Industry in 1939 


1939 was a fairly satisfactory year in the 
diamond industry notwithstanding the 
succession of grave political crises ending in the second 
World War. The year was markedly better than 1938 
and some indices of the industry were as good as those 
of 1937, admittedly a good year in the trade. 

The production by weight again increased and was 
an all-time record: in value there was little change. The 
increase was in industrial grades, less than one-fifth of 
the production being suitable for cutting. Indeed there 
has been little, if any, increase in the production of gem 
material in the past dozen years. Production again ex- 
ceeded the sales of the Diamond Corporation. 

Notwithstanding the adverse political conditions, all 
diamonds increased in price: large, rough, slightly and 
small perhaps from 25 to 40 per cent. Similarly large 
cut advanced some 20 per cent and very small almost 
doubled in price. Industrial diamond prices also ad- 
vanced, a most important factor as yearly more and 
more stones are used industrially. 

The industry is well coordinated and astutely man- 
aged. The consumption of industrial diamonds in 1940 
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will be. large and, if re-distribution of wealth, due to 
the war, occurs in the United States, sales of gem stones 
may be satisfactory. Nineteen hundred forty may still 
be a fairly good year. 

The market for the shares of diamond mining com- 
panies was narrow and inactive. Five of the more im- 
portant shares lost during 1939 an average of 17 per 
cent compared to an average loss of 614 per cent in the 
30 British industrials making up the Financial News 


(London) index. 


WORLD PRODUCTION 


World production of diamonds (gems and industrial) 
in 1939 approximated’ 12,485,335 carats (2.497 metric 
tons) worth about $40,360,000. This is, as to quantity, 
an all-time record and compared to 1938 is an increase 
of 7.4 per cent (readjusted figure for 1938, 11,620,952 
carats, worth $40,750,000) by weight and a decrease of 
1 per cent by value. As of the South African pipe mines, 
only Dutoitspan and Bulfontein operated, the alluvial 
mines produced 91 per cent by weight and 77 per cent 
of the value. The British Empire produced 24 per cent 
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by weight and 57 per cent of the value. Of the total 
roduction, less than one-fifth by weight were gems. 
The following table gives, as accurately as available 
statistics permit, production for the past three years: 


World production of diamonds, 1937-39, by countries, in carats 
(including industrial diamonds) 


Country 1937 1938 1939 
Africa: 
IANGOIR ...ccccccees sorccecsceecs 626,424 651,265 690,353 
Belgian CongO .......-sseereees 4,925,228 7,205,620 8,344,765 
French Equatorial Africa ........ 5,588 16,013 *16,000 
French West Africa ............. 54,687 61,928 56,314 
GET COERP™ inc cceccascecyecs 1,577,661 1,296,763 1,087,652 
NS ee eee ee 913,401 689,621 *600,000 
South West Africa .............. 196,803 154,856 35,470 
lO Eee ee 3,234 **3,576 3,445 
Union of South Africa: 
S| SEARS ere 820,284 979,460 1,089,144 
CE iivakthcrsccceunesannns 207,359 259,145 = 160,684 
Total Union of South Africa ..***1,030,434 1,238,605 1,249,528 
BEE ccinvencceececteedseciieases 238,606 235,000 *350,000 
PR Cer er et eee 35,958 33,508 ##33 508 
Cie Commit on cic ccecccec 6,000 34,200 18,000 
DMEF ‘ccecunsneaseeuseataoos 9,614,024 11,620,955 12,485,335 
*Estimated. 
**Exports. 


***Includes a small quantity of diamonds recovered from retreat- 
ment of tailings. 

**#**1935: Netherlands India (Borneo), India, Nigeria, and Venezue- 
la; 1936: Netherland India (Borneo), India, Rhodesia, United States 
(California), and Venezuela; 1937: Netherland India (Borneo), India, 
Australia (New South Wales), Liberia, Venezuela, and Rhodesia; 
1938: U.S.S.R., India, Borneo, New South Wales, Venezuela; 1939: 
Venezuela, India, Borneo, New South Wales, U.S.S.R 

In South Africa the pipe mines increased production 
while the alluvial production continued its decline. Brazil 
and the Belgian Congo increased production, while 
southwest Africa and the Gold Coast drastically cur- 
tailed production. As is usual, the Belgian Congo by 
weight accounted for some 64 per cent of the output, 
largely industrial stones. New discoveries are reported 


from Soviet Russia, Kenya and Uganda. 


ROUGH MARKET 


The Diamond Corporation purchases about 95 per 
cent of the world’s production and through its subsidi- 
ary, the Diamond Trading Co., sells it to brokers and 
cutters. In former years, sales were only made to the 
larger firms but in 1939 relatively small, standard as- 
sortments were sold to a wider clientele, 
held fortnightly. 

Considering the world political situation, sales were 
quite satisfactory, almost 60 per cent more than in 1938. 
The Diamond Trading Co.’s sales for the past four 
years have been as follows: 


“e with >? . 7 
sights” being 


RAD odd tie wate? rapes sears alae cee tets £8,546,673 
LC PRN es epeb tee ar ereare miemne errr 9,151,205 
NE ais Slovo iar seedy Wate, Wiel aera eine ah 3,673,934 
RHEE (esl queen a ny acini en eueies 5,865,000 estimated. 


Sales in the first quarter of the year were large, those 
of the third and fourth quarters good and those of the 
second quarter small. 


CUT MARKET 


The series of political crises followed by the declara- 
tion of war adversely affected the volume of sales of 
cut diamonds. The market was quiet for the first half 


of the year, but in June, July and the first half of Ati 


gust Antwerp and Amsterdam made impottant sales, 
particularly to American brokers. When war: broke mit, 
buying was frantic at rapidly increasing priigey: = By Oct. 


1 the market again was quiet but broke on the up-side ~ 


+ Fe bea, 


by mid-December. 
‘The United States, India, South America and Canada 
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were the best markets. Some investment buying was 
consummated, although much less than would have been 
done were it not for the financial restrictions placed on 
such buying by many countries. 


UNITED STATES IMPORTS 


The value of 1939 cut and rough diamond imports 
was $35,373;670, over 45 per cent more than those of 
1938 and almost equal to those of 1937. As compared 
to 1938, the gain in rough was 12 per cent and that of 
cut 61 per cent. The large imports were justified only 
in part by larger retail sales and broker’s stocks were 
increased in 1939. The declared value per carat of cut 
stones was somewhat greater than in 1938, but the per 
carat value of rough dropped, indicating that the Ameri- 
can cutting trade intends to cut smaller stones than in 
the past. In 1939, gem diamonds accounted for 87.3 
per cent of the imports of all precious stones, pearls 
and imitation stones and 92 per cent if the imitation 
stones are not included. 

Figures of imports for 1939 follow, excluding indus- 
trial diamonds: 


Total imports by months for year 1939. Cut but not set and rough, or 
uncut diamonds 


Cut, But Not Set 




















Per Carat 
Carats Value Price 

SOHUARY! 2222S Seen. 36,095 $1,824,113 $50.54 
RUNES! ase g cerns ae 44,056 2,355,403 53.46 
NERO occc ce eae es eas 14,993 2,620,647 58.25 
ft) | SPR reer ot 33,482 1,823,148 §4.45 
MY cha sil sew ae seg arale aa 41,693 2,417,777 57.99 
IRS fe toe teen boas 36,021 1,800,766 49.99 
1) See er erer tre rice 33,500 1,704,119 50.87 

TC ee re 45,539 2,513,014 56.18 a4 
CO) | eerie 37,285 2,086,228 55.95 
CRN oh vewioenwasaa 60,415 3,590,601 59.43 
Nowemller .....0s0-0%- 40,629 2,509,718 61.77 
ee ee 34,446 2,171,739 c+: 5:63.05 
TREES cacisawea'aees 488,154 $27,417,273 $56.17 

Rough, or Uncut 
Per Carat 

Carats Value Price 
January... 2-22 eee 3,775 $316,716 $83.90 
MONEE? sv cios ca was tae 11,664 717,605 ~ 61.52 
Eo waiksian datcndets 10,348 703,406 67.98 
J.) | Seer eer cee ct 16,439 943,749 57.41 
NINN a3 5s. areal a Tau al dial aera 2,652 167,778 64.02 
pO SEs 6,119 397,609 64.98 
| EEE ca 11,609 537,237 46.28 
J) | eee 13,522 696,945 51.54 
September .,.......--- 5,743 353.259 61.51 
Py ee oe 1,236 73,435 59.41 
November. *. jo:....---- 61,189 2,455,662 40.13 
December* :7%......--- 9,686 592,996 61.22 
inawiavades 153,982 $7,956,397 $51.67 


Totals 


Stones 0 or more per carat made up 87.7 per cent 
by weight“and 81.5 per cent in value of the 1939 im- 
ports of cut. 


EFFEGT.OF WAR 
When war was declared, Great Britain placed dia- 


-monds under the embargo, to keep industrial diamonds 


from the hands of its enemies. A decreased import of 
rough gems and industrial diamonds in the first months 
of 1940 resulted. 
Due to the war, the cutting industries of Belgium, 
Holland, and Germany, or 95 per cent of the industry, 
(Please turn to page 47) 
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Wholesalers Told Defense 


Economist tells Chicago convention consumer goods will benefit 


temporarily as result of inereased purchasing power. reduced 


unemployment when war billions take effect; leaders discuss many 


phases of merchandising: President Pattee. other officers renamed 


ERIOUS and earnest considera- 

tion of the problems affecting not 
only the wholesaler but the entire 
jewelry industry was the keystone 
of the convention of the National 
Wholesale Jewelers’ Association, 
held at the Edgewater Beach Hotel, 
Chicago, June 13 and 14. 

Convening at 10 A.M., Thursday 
morning, the meeting was called to 
order by President Lloyd G. Pattee, 
who reviewed the constructive work 
done by the association in the past 
year and outlined the platform of 
helpful activities for the ensuing one. 
His remarks were followed by the 
annual report of Secretary George 
A. Fernley. The rest of the morn- 
ing was giver over to feature talks, 
abstracts of which are to be found 
further on in this article. We recom- 
mend them to the attention not only 
of wholesalers but of retailers and 
manufacturers as well. 

The annual banquet was held on 
Thursday evening with approximate- 
ly 200 wholesalers and manufactur- 
ers in attendance. No speeches were 
made, this phase of the convention 
being confined wholly to the business 
sessions, 

Thursday morning was devoted to 
feature talks and discussions with 
Thursday afternoon given over to 
committee sessions, dealing with the 
specific problems of various classes 
of goods including clocks, for which 
J. F. Mansfield of the J. F. Mans- 
field Clock Co., of New York, acted 
as chairman; Swiss watches with 
A. S. Braude of Emil Braude & Sons, 
Chicago, chairman ; American watches 
with J. T. Montgomery, of M. A. 
Mead & Co., Chicago, heading the 
discussion; and materials and sup- 
plies with William G. Swartchild, of 
Swartchild & Co., as chairman. 

Friday morning, reports and rec- 
ommendations of chairmen of stand- 
ing committees were received and 
discussed, the chairmen of these com- 
mittees being as follows: Sterling 





silver and plated ware, chairman, 
Walter Mayer, The Wallenstein- 
Mayer Co., Cincinnati; Diamonds, 
Harold Alberts, I. Alberts’ Sons, 
Inc., Boston; and Jewelry, card 
goods and rings, Charles G. Brown, 
Stein & Ellbogen Co., Chicago. Un- 
der the latter topic, Max Barkan, 
M. B. Barkan Co., Milwaukee, talked 
on the manufacturer’s responsibility 
to the wholesaler, and E. F. Boes, 
The Ball Co., discussed the distribu- 
tion of jewelry under the Fair Trade 
Laws. 


Resuming the status of a_ general 
meeting, the convention heard the report 
of C. B. Clausin, chairman of Whole- 
saler-Retailer Relations, which is ab- 
stracted in the following columns, and 
the report of A. C. Wallenstein of The 
Wallenstein-Mayer Co., Cincinnati, 
chairman, who reported the addition of 
33 new members during the past year, 
bringing the association membership list 
to an all-time high of 242, of whom 145 
are active members and 97 associates. 
Mr. Wallenstein recommended that ac- 
tivities be continued to increase mem- 
bership still further, to the end that all 
active and legitimate wholesalers be rep- 
resented and asked for suggestions and 
help from members in achieving that 
result. 

Resolutions were adopted expressing 
regret and sympathy in the death of five 
members of the association during the 
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past year, N 
son, Oscar S 
J. J. Burke. 

It was resolved that the association 
make every effort to curb the pernicious 
activities of post exchanges and_ ship’s 
service stores in their unfair competition 
with legitimate retailers as described in 
the paper presented by Leon J. Engel 
and which is summarized in the follow- 
ing columns. 

Manufacturers were asked to consult 
with wholesalers regarding changes in 
their policies before actually putting 
such policies into effect, and to provide, 
where possible, a more adequate margin 
for the wholesalers, especially in lines 
where the present margin is inadequate 
to fully cover the true cost of doing 
business. 

Wholesalers were urged to inspect and 
check carefully all quality markings on 
all jewelry goods offered to them and to 
work closely with the Jewelers Vigilance 
Committee whose activities had been de- 
scribed by G. H. Niemeyer, chairman of 
that committee. 

Another resolution urged members to 
make fuller use of the collection facili- 
ties provided by the association for 
which no charge or commission is made. 

Reporting on “Midwest Market 
Week” sponsored by the National Whole- 
sale Jewelers Association for the past 
two years and held in Chicago in Janu- 
ary, Secretary Fernley stated that a poll 
of the manufacturers shows that all but 
two or three are in favor of the basic 
idea but that they want the market 
thrown open to all legitimate wholesalers 
and not confined solely to members of 
the National Wholesale Jewelers Associ- 
ation. A strong preference was a'so ex- 
pressed for confining the duration of the 
event to five days. 

These ideas will be incorporated in the 
next Midwest Market Week to which all 
legitimate wholesalers will be expressly 
invited. The exhibition will also be re- 
duced to five days in length and will be 
held during the last few days of Decem- 
ber or the first few of January. 

The nominating committee, headed by 
A. L. Ellbogen, Stein & Ellbogen Co., 
Chicago, presented the following nomi- 
nations which were unanimously ac- 
cepted by the convention with the fol- 
lowing being elected: For the executive 
committee, terms expiring 1942: Louis 
Gautherat, Detroit; J. H. Hetzel, Eis- 
tenstadt Mfg. Co., St. Louis; J. K. Mar- 
shall, C. & E. Marshall Co.,; Chicago; 
Austin Clark, A. C. Becken Co., Chi- 
cago; Norman Hayes, D. C. Percival & 
Co., Boston; Marcus Mayer, Mayer 
Bros., Seattle, and Leon J. Engel, J. 
Engel & Co., Inc., Baltimore. 

All of the present officers were re- 
elected for another vear “as follows: 


Lloyd G. Pattee, S. H. Clausin & Co., 


. R. Fuller, Arthur Jacob- 
amuels, D. P. Richards and 
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Funds Will Help Business 


Inc., Minneapolis, president ; Arthur P. 
Care, E. W. Reynolds Co., Los Angeles, 
Harold Alberts, I. Alberts’ Sons, Inc., 
Boston, and Silas B. Reagan, Baldwin- 
Miller Co., Indianapolis, vice-presidents ; 
Jos. B. Bechtel, Joseph B. Bechtel & 
Co., Inc., Philadelphia, treasurer; George 
A. Fernley, Philadelphia, secretary, and 
H. R. Rinehart, Philadelphia, assistant 
secretary. 

Highlights of the feature talks follow: 


HAT the jewelry industry may 

expect in the light of recent 
events, particularly in Europe, was dis- 
cussed by Dr. Melchior Palyi, economist 
for the Central Life Insurance Co. of Il- 
linois, who was the featured speaker of 
the convention. The business cycle, Doc- 
tor Palyi explained, is primarily affected 
by two principal factors—the trend of 
raw material prices and the expansion 
and contraction of credit. 

The big outlets for raw materials are 
Europe and the Far East, with approxi- 
mately 500,000,000 people in each of 
those sections of the globe, and with lit- 
tle or no raw materials available in 
either. The producers of materials are 
the Americas, Africa, Australia and the 
East Indies, which must necessarily sell 
much of their agricultural and mineral 
products to the other parts of the world. 
These outlets for raw materials have 
been and are being materially lessened 
by war and its resultant factors such as 
the loss of purchasing power through 
the non-productive employment of man- 
power and the destruction of wealth. To 
some extent this is temporarily offset by 
the purchases of war materials and sup- 
plies by the belligerent nations, but the 
long term effect is adverse. The situa- 
tion is likely to be further intensified 
following the close of hostilities by such 
things as high import tariffs imposed by 
various countries, subsidies to their own 
producers and other manifestations of a 
policy of extreme nationalism and self- 
sufficiency. If Germany wins the war 
these policies may probably be even 
more severely felt than in the event of 
an Allied victory, which now appears to 
be highly unlikely. 

Another difficulty, Doctor Palyi be- 
lieves, lies in the fact that the countries 
which produce basic materials, such as 
the United States, will not want to re- 
duce their standards of wages, living 
and profits, which, in turn, will make it 
difficult for them to compete against the 
tariff-protected subsidized industries of 
the totalitarian nations, particularly 
with the extremely low wage scales 
prevalent in those countries. And in the 
event of their victory, they wil! be under 
an even stronger psychological urge to 
become self-sufficient within their own 
boundaries and those of their newly ac- 
quired colonies and to keep down to a 
minimum their imports from other na- 
tions. 

On the other hand, the domestic situa- 
tion favors a trend of expansion because 
of the enormous increases in both the 
gold reserve and credit expansion in the 
United States. Gold reserves have in- 
creased from 414% to nearly 20 billions, 
currency in circulation from 8 bil'ions to 
22 billions, and bank deposits from 25 
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billion to 58 billion in the seven or eighi 
years that have elapsed since the bottom 
of the depression. 

Added to this is the fact that the na- 
tional debt has been increased from 20 
billion to 50 billion with some 15 billion 
of government securities absorbed into 
the banking system, and finally the ve- 
locity of circulation of currency and 
bank credits has been speeded up. 

Thus certain factors are ripe for a 
major domestic expansion of business. 
This is likely to be intensified by expen- 
diture of large sums for military pur- 
poses which will include large invest- 
ments in plants and equipment and thus 
provide outlets for new investment. 

“Military expenditure always forces 
faster circulation of money,” said Doc- 
tor Palyi, “and the scale on which this 
spending undoubtedly will be done will 
make it a highly important factor here. 
Such spending is absolutely essential if 
national security is to be maintained.” 
Inadequate preparation would be as bad 
as none, in proof of which Doctor Palyi 
cited the present situation in Europe, 
where for several years Germany has 
been spending at the rate of 10 billions 
per year on her war machine, as against 
only about 3 billions annually for 
France and England combined, the net 
result of which has been to put Germany 
so far ahead in the race that resistance 
by the Allied countries is against ter- 
rific odds. Ten billion dollars per year, 
he estimated, is the minimum that the 
United States can expect to spend on 
armament for several years to come, all 
of which, while it will be reflected in 
present and future tax bills, will have 
at least a temporary stimulating effect 
in increasing consumer purchasing power 
and reducing unemployment. Consumer 
goods should therefore benefit. 


ee HOLESALE-MANUFAC- 
TURER relations means also 
wholesaler - manufacturer cooperation,” 
said Arthur P. Care. of the E. W. Rey- 
nolds Co., Los Angeles, chairman of the 
wholesaler-manufacturer relations com- 
mittee, in presenting that topic. 

“Many manufacturers are cooperating 
splendidly in fulfilling the needs of the 
wholesaler but there are also many 
whose policies still leave much to be de- 
sired. Three principal functions are re- 
quired of the wholesaler under our dis- 
tribution set-up: Financial ability to 
pay promptly, while extending liberal 
credit terms and commodities to the re- 
tailer; the carrying of full stocks at all 
times and prompt and complete service 
to the retail dealer. 

“Among the things that wholesalers 
need from manufacturers to enable them 
to perform these functions properly are: 

“1. Adequate margins to compensate 
for the greatly increased overhead now 
burdening the wholesaler; 

“2. Price maintenance under’ Fair 
Trade Laws wherever possible and by 
distributor in all cases; 

“3. Continuance and consistent na- 
tional advertising to accelerate turnover 
through consumer demand; 

“4. Careful inspection and packaging 
to minimize exvense to wholesaler of 
exchanging, servicing and crediting; 
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“5. Regional protection from unethical 
activities of certain firms who masquer- 
ade as wholesalers but do not in actual 
fact perform the functions of the whole- 
saler. 

“This latter is an especially serious 
problem. There are a considerable num- 
ber of so-called wholesalers who carry 
no real stocks and perform no real ser- 
vice, but sell at discounts from sample 
lines only, and to make matters worse, 
these sample lines are furnished by the 
manufacturer with full knowledge of the 


ARTHUR P. 
CARE 


E. W. Reynolds Co., 
Los Angeles 


“, . . Co-operation 
is needed.” 





purpose for which they are to be used. 
These concerns skim a certain amount 
off the legitimate wholesaler’s proper 
market and render no real service in 
return. 

“Manufacturers of jewelry, as a whole, 
have cooperated with wholesalers who 
are trying to conduct their business 
along ethical lines, but partly because 
some manufacturers do not do so and 
partly because some wholesalers are too 
ready to meet price-cutting by further 
price-cutting, this situation has become 
a serious one. Manufacturers should 
help in cleaning it up if they wish to 
preserve their regular and dependable 
outlets. 

“In the case of certain products, par- 
ticularly certain ones which are sold to 
dealers outside the jewelry business, 
some manufacturers must for various 
reasons sell direct to the retailer. How- 
ever, when this is done and the product 
is identical with that which is sold the 
wholesaler, a wholesale differential 
should be maintained. This is permis- 
sibe under all existing legislation and 
regulation. 

“Manufacturers are urged to discon- 
tinue the practice of cutting the al- 
ready narrow margin to wholesalers at 
times when special sales drives are being 
staged. These drives usually mean an 
added expense and burden to the whole- 
saler, and his margin, instead of being 
lowered should, if anything, be increased 
in connection with such events. 

“The forcing of wholesalers to give 
special discounts to retailers on quan- 
tity orders is also condemned since the 
already narrow margin is just about 
enough to enable the wholesaler to exist. 
To lower it still further is almost 
suicidal. 

“Wholesalers are urged to make their 
views known to manufacturers and 
where necessary to discontinue the han- 
dling of lines where proper wholesaler 
relations are set up and not maintained 

(Please turn to page 40) 








@ Kapelke & Kaufman, Trinidad, Colo., jewelers, opened this newly 
remodeled store on April 20. Each caller on opening day was given 
a serially numbered ticket, the stub of which was dropped in a 
box at the entrance. In the evening a drawing was held for the 
several prizes which the store had announced would be given away 
to the lucky ticket holders. Large crowds were attracted and much 
favorable publicity for the store resulted. The firm has been in 


business since 1927, and in 1932 opened a store in Raton, N. M. 


New Stores | 
For Old 





@ The new establishment of P. Napoli & Sons, Cliffside Park, N. J., 
is a striking illustration of what a competent store designer can do 
in limited space and with a modest outlay. Though measuring only 
11 feet 4 inches by 47 feet, the selling area is impressive as well as 
attractive. Total cost for the interior was only $1880 of which $1625 
went for fixtures, wall cases, show cases and wall paneling. Indi- 
vidually designed flooring in three tones of linoleum came to $125, 
laid, and lighting fixtures, aside from wiring, were $130. Designer 
was Murray Pearlstein, modernization consultant of this journal. 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave. Chicago, 35 East Wacker Drive 
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N.W.J.A. CONVENTION 
(From page 37) 


by the manufacturer. Courage on the 
part of the wholesalers may be needed 
to support this procedure, but experi- 
ence has shown that in the long run the 
wholesaler is better off by eliminating 
even lines of popular demand which do 
not yield him an adequate margin and 
concentrating solely upon those that are 
profitable. It is hoped that manufactur- 
ers will give free and willing coopera- 
tion to avoid the necessity for such 
action, rather than forcing wholesalers 
to take up arms in this ways as a mat- 
ter of self-protection.” 


“Sy Ak is the only game that no- 
body wins,” said Howard L. Car- 
penter, of the Albert Walker Co., in dis- 
cussing the topic, “The Jewelry Indus- 
try During the World War.” “Conflict 
sounds more heroic than compromise,” 
he went on, “but it yields a lot less in 
available residuary assets, and judging 
from past experience, the best thing this 
country can do about war is to keep out 
of it. Nobody ever comes running to 
help us, but in recent years when other 
nations have become involved in war, 
they have hastened to flood us_ with 
propaganda, seeking our support and 
trying to keep it from the other fellow. 

“During the last war, we had, as now, 
at the head of our government an ideal- 
ist who was reelected largely on the slo- 
gan, ‘He kept us out of war,’ but im- 
mediately after his second inauguration 
we were in, and by the sacrifice of thou- 
sands of men and billions of money be- 
lieved we had been the deciding factor 
in turning the scale of victory. When 
the conflict was over, however, the at- 
titude of the Allies toward help from 
the United States underwent a decided 
change and before long they were call- 
ing us Uncle Shylock, so that about the 
only net result all around was sacrifice 
to ourselves and the incurring of ani- 
mosity from our former associates. I 
suggest the slogan for the coming elec- 
tion, ‘We must keep him out of war.’ 

“The purchase of supplies and mate- 
rials by the warring nations following 
the outbreak of hostilities relieved un- 


HOWARD L. 
CARPENTER 


Albert Walker Co., 
Providence, R. |. 
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employment and raised the wages and 
_prices which had been in such stress in 
1914, but only with serious attendant 
difficulties. Over and above the sacrifices 
that everyone was called upon to make 
as patriotic American citizens, jewelers 
had special troubles of their own. Prices 
of diamonds and precious metals _in- 
creased rapidly, and while there was a 

















boom for a time, the deflation of high 
priced inventories with which. the trade 
was left at the end of it more than 
wiped out the temporary profits. 

“Our own firm was foolish enough to 
yield to the speculative temptation and 
for a while seemed to have an idea that 
perhaps we ought to own all the dia- 
monds in the market. After the break 
came we felt pretty sure we had them 


all. That is only one isolated instance 
which undoubtedly many of you can 
duplicate. 


“So long as Europe remains as it is 
now and human nature remains as it is— 
with 25 or 30 small over-crowded nations 
all speaking different languages and all 
with nationalistic ambitions and poticies 
and limited natural resources—we can 
expect frequent and repeated trouble on 
that continent. We must learn from 
past experience and realize that the 
problems of Europe will never be solved 
until a better community of interest is 
established. In the meantime, we suggest 
as our national policy should be. ‘Be 
prepared, keep cool and keep out.” 


H OW to minimize overtime payments 
was discussed by James H. Hetzel, 
Eisenstadt Mfg. Co., St. Louis. The plan 
advocated by Mr. Hetzel is to set up for 
each employee a weekly wage at the ba- 
sic hourly rate and minimum hours, and 
at the end of each week pay the em- 
ployee that wage, even though the hours 
worked during the week coming to a 
close have not been sufficient to cover 
that weekly payment. In such cases, the 
amount is entered on the employee's 
payroll account and carried forward as 
a debit against him. Days off and an an- 
nual two weeks’ vacation are handled in 
the same way, the regular weekly pay- 
ment being continued in full. 

Later, whenever overtime is necessary, 
payment for the extra hours worked 
may be credited against the debit which 
has been carried in the employee’s ac- 
count, thus greatly easing the burden at 
peak load periods. The only risk to the 
employer is that if the employee leaves 
before the debit is worked out. the debt 
necessarily must be cancelled, but this is 
the exception rather than the rule, and 
the benefits gained from the plan more 
than offset this small risk. 

Employees like this plan of vayment, 
Mr. Hetzel reported, because of its guar- 
antee of a regular weekly minimum 
wage, and he recommended its adoption 
as standard procedure. 


ee ARDLY a person today has net 

been struck by the thought that 
something is happening or about to hap- 
pen to gold,” said A. Blustein, Washing- 
ton, D. C., in his talk on “The Future of 
Gold and the Jewelry Industry.” 

“Gold has been coming into the United 
States in enormous amounts in recent 
years and has been dropped as a mone- 
tary standard in much of the civilized 
world. Will it disappear as a monetary 
medium or will it remain as the standard 
measure of value? 

“In the last two decades the interna- 
tional gold standard has begun to col- 
lapse and with the present situation 
abroad, there seems to be little hope of 
re-anchoring the paper money to gold. 
Not only is the gold reserve of the dic- 
tatorship countries extremely small but 
in a totalitarian country it is not neces- 
sary to use a universally recognized me- 
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dium of exchange because the dictatoy 
provides currency by fiat and carries on 
international trade on a barter basig 
with the printing press being the means 
of providing the domestic currency, 
“Unfortunately, there seems to be g 
psychological parallel in the jewelry jp. 
dustry regarding values—a race to print 
price tickets regardless of the intringie 
values behind those prices. Today there 
is a mad rush for mark-ups and while 
I want to assure you that I am not 
against profits, whether to retailer, 


A. BLUSTEIN 


A. Blustein Co., Inc. 
Washington, D. C. 


. Price tickets 


or values?” 





wholesaler or manufacturer, I believe 
that one of the reasons for the sales of 
certain commodities is the unsound in- 
flation of values represented by the un- 
justified increases in the figures on the 
price tickets of such goods. In a dicta- 
torship they print all the marks or 
rubles they need. Here the idea seems to 
be all the price tickets that someone 
thinks he can get away with. 
“However, while the future is not as 
bright as we would hope to see it, par- 
ticularly if there should be an important 
totalitarian victory in Europe, the situa- 
tion is not entirely dark. Even those 
countries which are supposed to carry 
on foreign trade and settle international 
transactions without the use of gold, ac- 
tually find that it is necessary to resort 
to all sorts of schemes to obtain the gold 
with which to carry on their trade. 
“The dangers of the near future are 
unpredictable, but looking further ahead, 
it is possible that the United States as 
the greatest owner of gold and with the 
only important gold currency may be- 
come the world’s bankers and the dollar 
the currency of many countries—the 
great trade medium of the world.” 


ee HE manufacturer has certain re- 
sponsibilities to the wholesaler,” 
stated Max Barkan, of M. B. Barkan 
Co., Milwaukee, “which he must recog- 
nize and meet if he wishes to preserve 
the present system of distribution of 
jewelry goods. 

“The manufacturer must decide 
whether he will sell through the whole- 
saler or direct to ‘the retailer, or a 
combination of both. It is for him to de- 
cide, but whichever it is, the decision 
should be openly announced without 
subterfuge or equivocation, and then un- 
failingly adhered to. 

“With the retail trade thoroughly and 
adequately served by established whole- 
sale houses, manufacturers should not 
encourage new wholesalers, and _ espe- 
cially inadequately financed ones, to en- 
gage in the business. No additional sale 
or distribution is gained and the only 
thing that most of these firms have to 
offer is cut prices which they are able 

(Please turn to page 57) 
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WORLD'S MOST HONORED WATCH 


Todays Longines Watches are 
: the finest ever produced 


Thirty-five years ago Longines won the honor of producing the first 
en series watches to be granted a Government Observatory award. This 
award was a tribute to the Longines policy of using every technical and 
engineering advance which, with fine craftsmanship, could contribute 
to a better or more uniform production. 


During the past ten years this sam2 policy, through gradual advances 
in engineering has resulted in a substantial improvement in all Lon- 
gines Watches. They run better, give less trouble, last longer, and are 
easier to service properly. 


The Longines Watch of today welcomes comparison as the finest pro- 
duced in Longines history. 


It is the one fine watch that no fine ‘ewelry establishment can afford to 
be without. 


-Wittnauer Watch Co., Inc. ew vor. crv 
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ALF of the advertisements shown here, representative of jewelers’ 

better enn last August, sell engagement and wedding rings, And 
for good reason! Remember that August i is a close second to June as a wedding 
month—that 10.1 per cent of the year’s marriages take place in August, com- 
pared with 11.9 per cent in June! Jewelry repairing, before vacation, can be 
profitably advertised at this time, as witnessed by Kirby’s, New Haven. The 
four ads of Bigelow Kennard, Boston, focus attention four times on the store 
name and four times on separate departments of the business—watches, ster- 
ling silver, stationery and repair. “Does your watch hide its face in society?” 
pointedly asks Wright, Kay & Co., Detroit, in another of its brilliant advertis- 
ing series, all of which use a small line cut, a challenging headline, two or three 
paragraphs of selling argument, and the Wright, Kay & Co. signature. The 
Spectors’, Bridgeport, ad is a reminder that the many August and September 
brides call for sterling in nearly the same volume as those of May and June. 


August Rivals June 
In Wedding Trade 
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Morning, Noon or Night 


PEAKLS are preferred by Style leaders 


In every form of jewelry — Necklaces, 
Bracelets, Earrings, Clips, or Rings— 
Pearls express fashion’s latest note. They 
are being bought by women who know 
what is essential to correct feminine 
attire MIKIMOTO CULTIVATED 
PEARLS are unexcelled in quality and 
natural beauty. 


Since 1894 the MIKIMOTO Seal on a 
necklace or bracelet has been your safe- 
guard—a guarantee to you and your cus- 
tomers of the highest quality of Cultured 
Pearls grown in the living oysters by 
MIKIMOTO—the originator and inven- 
tor of Cultured Pearls. 


If a visit to one of our offices is not convenient, we invite your inquiry by mail. 


h. MIKIMOTO, Ine. 


630 FIFTH AVE., NEW YORK 


55 E. Washington St. 
Chicago 
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209 Post St. 
San Francisco, Calif. 
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Heads Form 
Themes for 


New Jewelry 


REATED and despatched less than a month before the Nazi columns came rumbling into 

the French capital, these Parisian suggestions for original jewelry pieces still show the 
characteristic Paris touch of fanciful gayety. The horse head and ram head brooches combine 
colored stones and melee with gold, as does the aquatic-styled earring, which fits into the 
natural hollow of the ear. The head idea is cleverly worked into the cover of the vanity. 
where a mask holds the lipstick case in its mouth. The floral treatment of the wrist watch 
makes the watch itself appear as the center of a flower, surrounded by diamond-set petals. 
The flower basket brooch indicates diamond and platinum though colored stones could be 
used with striking effect. Designs by courtesy “Vofficiel de la Bijouterie et Accessoires,” Paris. 
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JEWELER HAS THEATRE QUIZ PROGRAM 
“QUIZ NIGHT,” conducted each Tuesday evening 


at a local theatre, is an unusual business stimulant 
being used by the Levy Jewelry Co., of Savannah, Ga. 

Questions asked on “Quiz Night” come from question 
blanks, handed out either at the Levy store or the the- 
atre, and filled in and left at the store during the week 
before the quiz. On the back of each card must be the 
correct answer to each query made. The card must 
also bear the name and address of the person who turns 
in the questions, this serving to build up a mailing list 
for the jewelry company. 

On the day preceding “Quiz Night,” the master of cere- 
monies at the theatre goes over all questions received at 
the store during the week, selecting the questions to be 
asked out of the 60 or 75 that have been turned in. The 
best question of the lot will be called the “major” 
question, and $10 will be paid for its correct answer. 
If the question is not answered, the money becomes 
cumulative and $20 is paid for a correct answer on the 
following Tuesday evening. 

One dollar is paid for each of the other questions 
answered correctly, and if the question is not answered, 
the $1 goes to the person who sent it in, thus bringing 
about an interest in turning in difficult questions to 
the store. 

In addition to the cash prizes, a watch is given away 
by the Levy Jewelry Co. each “Quiz Night.” 

While the questions need not deal with the jewelry 
business, the company, for advertising effect, occasion- 


ally inserts a question or two of its own, such as: “What 
is the six-word slogan of the Levy Jewelry Co.?” o 
“What important make of watch does the Levy Jewelry 
Co. carry in stock?” } 

And, of course, the master of ceremonies occasionally 
mentions newer merchandise received by the store in 
making his “Quiz Night” announcements, and this jg 
good advertising. 

The cost of “Quiz Night” is around $30 a week to 
the Levy Jewelry Company. 

The advantages? 

“For one thing,” says H. Wills, manager, “it brings 
between 60 and 75 people into the store each week, 
Many of them would not have considered coming in, 
And while not all of them make a purchase, of course, 
a good many of them do. 

“Again, the prize winners at the theatre receive a 
very favorable impression of our store and will think of 
us when they have occasion to purchase a watch or a 
piece of silverware or jewelry. Many other people, out 
of a sense of fair play, come to spend the prize money 
with us and it is no unusual thing to have the $1 given in 
answer to a question come right back as first payment 
on a substantial purchase.” 

The best proof that “Quiz Night” is satisfactory 
lies in the fact that the Levy Jewelry Co. has been 
running it for several months and is still enthusiastic 
about it. 

And it is an idea which can be used by the retail 
jeweler, no matter how small his community may be. 








Cutting Works: 
64 West 48th Street 





Established 1&66 


Importers and Cutters of 


DIAM ©O 


608 Fifth Avenue, New York 





Antwerp—48 Rue Sigsous 
Amsterdam—=33 Sarphatistraat 
London—23 Holborn Viaduet 
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ACTION DISPLAY GETS ATTENTION 


Robert H. Mernitz interested the citizens of Freeport, 
[ll., in the importance of correct time with this window 
display, featuring watches of all standard makes in 
front of a miniature express train, which seemingly 


roared past a moving countryside. 
The train was actually stationary, although the pistons 
and wheels of the engine moved. A 14-foot scenic dis- 





play, with trees, telephone posts, hills and farm houses, 
rolled from right to left behind the train, giving the im- 
pression that the train was speeding down the tracks, on 


schedule to the second. 
Mernitz sloganed the display: ‘‘Watches bought here, 
like the great express trains, are always on time!” 





THE DIAMOND INDUSTRY IN 1939 


(From page 35) 


are for the time being moribund. The American indus- 
try (normally 1 per cent of the whole) will expand 
somewhat, and some Belgian and Dutch cutters doubt- 
less escaped from their homelands and will finally 
establish themselves in foreign lands. High cutting 
costs in America preclude the cutting of small stones 
and if the demand is only fairly good, the price of small 


The information contained in this review is only a 
brief summary of an elaborate and thoroughly de- 
tailed study which has been prepared by Sydney H. 
Ball, for THE JEWELERS’ CIRCULAR-KEYSTONE, 
covering every phase of the diamond industry during 
1939. 

The complete text of Mr. Ball’s report, which 
includes tables of production, consumption, sales 
and prices, has been printed in booklet form for 
readers of this publication who may have use for | 
the complete data. 

A copy of the booklet “The Diamond Industry in 
1939,” will be sent w:thout charge to anyone engaged 
in the jewelry business requesting the booklet upon | 
his business letterhead. Requests should be addressed | 
to THE JEWELERS’ CIRCULAR-KEYSTONE, 100 E. | 
42nd St., New York, N. Y. 








cut must increase, that of large cut less markedly. 
Jewelry hereafter will be more expensive, at least until 
the end of the war, but for the immediate future there 
is little danger of a shortage. 


PUBLICITY 

The magnificent gem exhibits at the New York 
World’s Fair in the House of Jewels and in the Belgian 
Pavilion, abetted by the nation-wide advertising cam- 
paign of the De Beers Consolidated Mines, are awaken- 
ing the interest of a wide public in gems. Some jewel- 
ers report resultant important sales-and.in the end the 
whole industry must benefit. 
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PMANUFACTUREF 
AND GEM IMPORTE! 
42 FIFTH AUEN 
W YORK CITY 
























I. STERN & CO., Inc., manu- 
facturers of precious metal 
products, have moved to new 
and larger quarters at 233 
Spring St., New York City. 


Since 1897 when the firm was founded, 
progressive steps of expansion have 
b2en made. Each time additional 
space was taken in order to improve 
the manufacture of an expanding 
group of products. In the new loca- 
tion, more than 23,000 square feet 
are devoted to offices, technical lab- 
oratories and factory modernly de- 
signed and equipped with a view to 
furnishing the most efficient and 


prompt service to customers. 





|. STERN & CO., INC., 


Precious Metal Products 


233 SPRING ST., NEW YORK 








CONFIDENCE— 


THE KEYNOTE OF 
SUCCESSFUL SELLING! 


Every good sales argument is backed by conviction 
—confidence in your knowledge. 


Know your diamonds and gems. Gain your cus- 
tomers’ confidence. Back your sales talk by the 
accurate, scientific facts contained in the gemo- 
logical courses. 


Students report sales increases through study of 
the earliest lessons. 


For fu:ther details, write to the 
AMERICAN GEM SOCIETY 


541 South Alexandria 
Los Angeles, California 

















GOOD DISPLAY SELLS COSTUME JEWELRY 


(From page 29) 


metics, vanity cases, cigarette cases and other women’s 
accessories other than jewelry are sold. Opposite the 
costume jewelry is the men’s jewelry department, one 
case in which is devoted to popular-priced men’s gifts 
from $1 up to $10, such as lighters, buckles, cigarette 
cases and other men’s novelties. The other case contains 
men’s solid gold jewelry. 

Thus the customer for costume jewelry is surrounded 
with suggestions for other purchases, and often an addi- 
tional sale in one of these other departments is the result, 

But what makes the costume jewelry department tick? 

Mr. Scheer answers: 

“The main thing is to have a person in the department 
who loves jewelry, has artistic taste and knows how to 
appeal to customers. There must be personality behind 
the counters. No matter how fine a display you have, if 
you do not have good salesmanship you are not going to 
do much business. 

“Also a great deal depends upon the buyer, who must 
be a good judge of what will appeal to customers.” 

The Scheer store shows prices on practically every 
article in the windows, and also in advertisements in the 
newspapers for jewelry, diamonds and watches. Mr, 
Scheer explains: 

“We do that in an effort to break down the feeling that 
may exist in some people’s minds that jewelers of our 
type are high priced. However, in the case of fine ex- 
clusive merchandise we sometimes display it without 
prices, so as to appeal to the other class to whom price 
is not of first importance.” 

This store advertises consistently throughout the year 
—extensively in June and before the holidays—because 
it pays to do so. But more assistance is needed from cos- 
tume jewelry manufacturers, Mr. Scheer says, in supply- 
ing illustrations for advertisements and aids for window 
displays. He added: 

“Department stores have their own art departments 
and can make their own drawings and cuts. But most 
jewelry stores do not have art departments, and the 
making of drawings and cuts is expensive. 

“Yet advertisements of costume jewelry should be well 
illustrated if sales are to result from them. We have 
found that such advertising pays. 

‘Manufacturers of costume jewelry would increase 
their sales with jewelers if they would provide better art 
service for advertising. 

“This could be done economically by them since many 
mats could be prepared from each cut made, then distrib- 
uted to jewelers. Cuts are costly for individual ads; 
mats are made for a few cents apiece. 

“We would advertise costume jewelry more than we 
do if we could have more illustrations, without the ex- 
pensive requirement of having them made for each ad- 
vertisement.” 

Summarizing—out of knowledge gained in his own 
experience—Mr. Scheer concluded: 

“If you have the right setup in good location of the 
store, good reputation and the right personnel, you are 
certain to do a good business with costume jewelry 
through following the course here indicated.” 
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MODERNIZATIONS—BIG TOWN AND SMALL 


es 


Modernization of the two-story 
structure for James Robinson, 
Inc., antique jewelry and silver, 
716 Fifth Ave., New York, won the 
gold medal for.the best altered 
«om building‘in,the Fifth Ave. section. 


hey 


Fifth Avenue in New Kens'ngton, Pa., is justly proud of the sparkling, 

modern new store of David H. Eger. Note the combination of direct 

and indirect lighting, and the arrangement and type of floor and wall 
cases, well designed for a narrow store. 





FOUND—MORE ALLURE FOR SUMMER WINDOWS 
(From page 27) 


against a rather dark blue or green background would 
be effective. 

A stylized cut-out of the sun and clouds against a 
hand-lettered poster occupies the center of a display of 
gold jewelry for summer wear. The copy on the poster 
reads, “Gold to Reflect the Summer Sun.” Gold clips 
and bracelets are arranged on a circular elevation in the 
center of the window to “reflect” the rays of the sun on 
the background. Neck forms or other jewelry display 
pieces occupy either side of the window with further 
groupings of jewelry. The sun should be painted a deep 
coppery gold against a bright blue poster. Blue should 
be repeated on the circular elevations and on the display 
forms at the sides. 

The third sketch illustrates a display devoted to sil- 
ver for summer hospitality. The merchandise is shown 
in enlarged “ice cubes” made of cellophane. A painted 
thermometer is placed against the background and | 





sprays of artificial fern are arranged on the background 
and floor to bring out the transparent cubes and give a 
cooling appearance to the display. The ice cubes can 
be made very simply from the flat sheets of rather 
heavy cellophane, stapled into shape. A wide selection of 
silver can be shown both in the cellophane cubes and 
around them. 
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You Can’t Afford to Miss the 


AMERICAN NATIONAL RETAIL JEWELERS 
ASSOCIATION 


35th Annual Convention 
and 


NATIONAL ASSOCIATION OF 
CREDIT JEWELERS 


14th Annual Convention 


JOINT TRADE EXHIBITION * WEEK OF AUGUST 26, 1940 
¥ 


Stay at The Waldorf, where you can meet 
the leading manufacturers, distributors and 
the key men in the industry. 


Living at The Waldorf costs very little more 
than at ordinary hotels. Yet your Waldorf 
room is larger, with a private foyer, sound 
proof walls, spacious and well lighted clos- 
ets. And there is no extra charge for air- 
conditioned rooms. 


Nor are incidentals high. Cigarettes, news- 
papers and phone calls are at regular street 
prices. A shine is 10¢, a shave, 25¢. Good 
breakfasts cost as little as 35¢ in the Coffee 
Shop, 60¢ in the Grill. 


And at The Waldorf you are conveniently 
located to all that is important in New York. 
Wall Street is 15 minutes away . . . Grand 
Central, Fifth Avenue, Radio City and Broad- 
way are all within easy walking distance. 
To insure preferred accommodations, may 
we suggest that you make your reservations 
as early as possible. Please address your 
letier to Mr. Joseph Bowling, Office Manager. 


¥ 


Special Convention Rates to Members and Exhibitors 


THE WALDORF -ASTORIA 


Park Avenue ® 49th to 50th ® New York 


The World's Most 
Extensively Air-Conditioned Hotel 
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The first home of B. F. Norris & Co., now The Ball Company, leading Chicago 
wholesale jewelers. Upper left: a page from the 1877 ledger of one of the man- 





ufacturers with whom Ball is still doing business, showing some of the firm's pur- 





SIDNEY Y. BALL 
President, The Ball Company 


chases of 63 years ago. This is truly a remarkable record. 


Fact year brings a few more old jewelry trade insti- 
tutions into the anniversary class—manufacturers, 
wholesalers and retailers who have weathered through 
the past 50 or 75 years in our country’s wonderful 
history. This year The Ball Company, of Chicago, is 
celebrating its Diamond Jubilee—-75 years in the 
jewelry business—and Tue Jewevers’ Crircuiar-Key- 
STONE, realizing that that company’s many friends in the 
trade would like to know something of its history, asked 
Sidney Y. Ball, as president, to supply some of the 
story’s high-spots. 

Mr. Ball suggested that the remarkable record of two 
of the company’s older associates, still connected with 
the company, qualified them to tell something of the 
years “way back when.” So your editor talked with 
Charles H. Spencer, vice-president, and Arthur L. 
Fisher, manager of the silverware department, who 
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of Service to Jewelers 


The Ball Company, famous Chicago wholesale jewelry house, 
eelebrates this year the diamond anniversary of its founding 


have service records of 60 years and 58 years respec- 
tively. 

It was in 1865 that B. F. Norris, following Horace 
Greeley’s well-known admonition, ““Go West, young man, 
go West,” came on from Michigan to establish a whole- 
sale business in Chicago. The Windy City was pretty 
much of a frontier town in those days and it took plenty 
of courage and foresight to set up there in competition 
with such older established trading centers as St. Louis 
and Cincinnati. 

The times were propitious for the development of 
wholesale distributing centers to care for the rapidly 
growing West. Merchants specializing wholly in 
watches, jewelry and kindred lines, were seldom found 
in the smaller communities, most all of the jewelry busi- 
ness being done by general stores with possibly a watch- 
maker at the bench. Most of the important retail jewelry 
stores of today, scattered throughout this great Missis- 
sippi Valley, were still to be established and there was 
a real opportunity and need for wholesale houses to 
assist in getting them under way. 

Wholesale jewelers carried good varieties of European 
watch and jewelry products and assortments of fancy 
lines, such as musical boxes, harmonicas, jews’-harps, 
photo albums, fancy work boxes, bead chains in colored 
glass and coral. There were brooches and earrings in 
sets to match, generally made in brass or gilded, for 
rolled plate was unknown. Swiss watch movements were 
principally cylinder escapements and fitted into cases of 
low karat gold, silver and brass. 

B. F. Norris & Company was located upstairs in a 
little four-story building at the corner of Clark and 
Lake Streets, with a telegraph office and stores on the 
ground floor, and with an old-fashioned big painted 
wooden clock face prominently displayed to mark the 
location. The entrance to the Norris establishment was 
up a long narrow stairway opening on the street. 

Right from the start, a goodly stream of customers 
found their way up those dark narrow stairs and the 
young business was getting well established when the 
great Chicago fire of 1871 nearly brought it to an un- 
timely end. So rapidly did the fire spread that saving 
the stock of merchandise was out of the question. Not 
even a wagon load could be carried out of the path of 
the fire, for not a horse and wagon was to be had at any 
price, but Mr. Norris with a faithful helper filled a 
couple of:trunks with the more valuable jewelry and 
watches and dragged them by hand to safety across the 
river through the tunnel which ran beneath it, the bridges 
being impassable. 

With that salvaged stock as a nucleus, augmented by 
the goods which manufacturers were glad to let him have 
because of the fine credit record he had already built up, 
Norris soon re-opened for business at the corner of 
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Washington and State Streets, where the Columbus” 
Memorial Building is now located. W. M. Alister, who 
was born and raised in Scotland, weit to work for Mr. 
Norris about this time and became partner in the. busi- 
ness about the same time that Messrs. Spencer: and 
Fisher “joined up,” the firm being then known as the 
B. F. Norris-Alister Co. 

One of the firm’s early achievements was securing and 
managing the concession for the sale of souvenir spoons 
at the Chicago World’s Fair in 1893. Booths were set 
up at various strategic points throughout the grounds, 

(Please turn to page 54) 


One of the 1893 Columbian 
Exposition souvenir spoons, the 
sale of which was handled by 
The Ball Company's prede- 
cessor, B. F. Norris & Co. 
More than $166,000 worth were 
sold during the Fair from 
booths about the grounds. 
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Our friends in the trade tell us that it is 
"really something” for a jewelry business to 
be marking its 75th Anniversary year—starting 
in pioneer Chicago in 1865 and continuing 
right through to 1940's dizzy 
days. 


We greatly appreciate the 
good will and good fellowship 
thus expressed. 


TUTE IBAMLIL 


58 EAST WASHINGTON ST. 
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) so we make our friendly bow and salute 
the manufacturers and the retailers—to the 


And when we blow out 
the candles on our 75th 
- Anniversary birthday cake, 
we will be wishing everyone 
“good luck and good cheer” 
for 1940 and for all the years 
to come. 


COMPANY 


CHICAGO, ILLINOIS 
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WE Salute The Rall Company 


OF CHICAGO 


Celebrating 


€3a YEARS 


of Service 





S. O. BIGNEY COMPANY 


Mirror Finish Products 
Camille Extension and Tubular Bracelets 
Gold Filled Chains, Lockets, Pendants 


ATTLEBORO, MASS. 





FINBERG MFG. CO. 


“Hand Tailored” Lockets in 10k Gold and 
Gold Filled 10k Gold Rings 


ATTLEBORO, MASS. 





FORSTNER CHAIN CORPORATION 
IRVINGTON, NEW JERSEY 





GEMOLOGICAL INSTITUTE 
OF AMERICA 
541 SO. ALEXANDRIA, LOS ANGELES, CAL. 










WM. C. GREENE CO. 





R. L. GRIFFITH & SON CO. 
PROVIDENCE, R. I. 





WALTER E. HAYWARD CO. 
ATTLEBORO, MASS. 





KESTENMAN BROTHERS 
Kestenmade—Peerless—Sentinel Watch Bracelets 


PROVIDENCE, R. I. 





“We Salute The Ball Co. of Chicago 


celebrating 75 years of Service” 


mks GAA HON 





Manufacturers’ of .-Kiddie Kraft Jewelry 








75 YEARS OF SERVICE 


(From page 51) 


and 65 salespeople were kept busy dispensing the thoy. 
sands of spoons that were sold. 

The spoons, one of which is shown in the accompany- 
ing photograph, were sold in two styles—a sterling 
which retailed at $2 and gold plate on sterling at $3, 
The total volume of business during the five months of 
the fair amounted to $165,991—a figure that even today 
is impressive, and that in the early nineties was literally 
astounding. 

It was the first big-scale silver promotion that had ever 
been staged in the United States, and did much to estab- 
lish the strength and reputation of the firm as a live and 


A t. 
of The Ball Co.'s sil- 
ver department as he 
looked a few years 
ago. Inset: the gold 
and diamond medal 
presented to Mr. Fish- 
er on the completion 
of his fiftieth yeor of 
service with the firm. 


Fisher, manager 





outstanding distributor of jewelry merchandise. A. L. 
Fisher, present manager of the Ball Company’s silver 
department, was in charge of the event. 

In the meantime, while the B. F. Norris Co. was 
getting well established an Ohio farmer’s boy, who had 
done apprentice work in a local jewelry store and some 
years later was employed by a Cleveland wholesale 
jeweler as stock clerk and traveling salesman, opened a 
small retail jewelry store of his own, styled, The Webb 
C. Ball Company. 

Early in his business career, Webb C. Ball became 
interested in the need of railroad men for dependable 
timepieces; he designed a special watch for railroad 
service, built simply of strong materials, which was 
capable of supplying accurate time, well within the 
thirty seconds per week permissible variation, estab- 
lished in the early eighties by the American Railway 
Association. Some of these “pioneer” Ball Watches, 
which now have been in service for over thirty years, are 
still giving satisfaction and the present-day Ball Watch 
is a recognized standard for railroad timekeeping per- 
formance. 

In 1893, following a serious railroad wreck caused 
by a faulty watch, Mr. Ball was asked to organize a 
system of watch inspection that would insure against 
similar accidents in the future. He devised such a sys- 
tem, perfected it through years of experience, and in 
1918 in order that the service be perpetuated, turned 
this important work over to a Bureau now styled The 














-Ball Railroad Time Service. 
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This early interest in railroad time led by natural 
stages to the development of a wholesale business in 
railroad watches—and in 1913, the Ball interests, which 
by then included R. J. Gross, Flamen Ball and Sidney Y. 
Ball, son of Webb C. Ball, purchased the B. F. Norris, 
Alister Company and moved to Chicago, the firm’s style 
being altered to Norris, Alister, Ball Co., and changed 
from a partnership to a corporation. This move was a 
recognition of the importance of Chicago as the great 
central distributing market and the consolidation added 
to the Ball Watch business, the wholesale trade in dia- 
monds, jewelry, clocks, silverware, etc., of the older 
house, thus setting up a thoroughly well-rounded whole- 
sale jewelers’ establishment. 

In subsequent years several other wholesalers asso- 
ciated themselves with the Ball people, notably Steven 
H. Bridges with his firm, Despres & Noel, who became 
part of the organization in January, 1927. In 1931 the 
firm name was simplified to read, The Ball Company. 

Through all of its 75 business years The Ball Com- 
pany has been fortunate in representing the prominent 
American manufacturers of watches, jewelry and asso- 
ciated lines, so that its customers have always found it 
equipped with the most desirable merchandise available. 
Its growth and continuance as a business institution has 
been made possible by the old established manufacturers 
of American merchandise, with whom it has worked for 
so many years to serve the better retail jewelers every- 
where. 

Many of the manufacturers whose lines are handled 
by The Ball Company today have been suppliers of 
merchandise to this firm for thirty, forty, fifty years or 
more. Reproduced in the upper left-hand corner of the 
first page of this article is a page from the ledger of one 


Charles H. Spencer is 
the Vice-President of 
the Ball Co. He 
joined the organiza- 
tion sixty years ago 
and has been active 
ever since. 





of these manufacturers with whom The Ball Company 
has been doing business uninterruptedly for more than 
sixty years. 

Each year, as additional service to its customers, the 
company has issued an annual catalog, The Jewelers’ 
Blue Book. The collection of these catalogs on file at 
headquarters presents an interesting panorama of the 
jewelry business in America for the past 75 years, 
illustrating, as they do, everything from 18-size gilt 
watch movements and hunting cases to the wonderful 
modern, precision-built small wrist watches; from pickle 
casters*and cake baskets, to today’s attractive silver- 

(Please turn to page 56) 
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WE Galute The Rall Company 


oo Mat Baew-ucee) 


Celebrating 


<a YEARS 


of Service 





A. MICALLEF CO. 


Manufacturers of Gold Filled Ladies’ Jewelry 
and Gold Cameo Brooches 


PROVIDENCE, R. I. 





OSTBY & BARTON COMPANY 
PROVIDENCE, R. I. 





PROVIDENCE STOCK CO. 


Gold Filled Brooches, Flexible Bracelets, Pen- 
dants, Cameo Front Lockets and Cameo Brooches 


PROVIDENCE, R. L. 2 





RIPLEY & GOWEN CO. 


La Mode Jewelry for Women 
Stylist Jewelry for Men 


ATTLEBORO, MASS. 





SAMSAN COMPANY 
Gold Rings and Gold Filled Jewelry 


PROVIDENCE, R. I. 





SHIMAN BROS. &-CO., INC; . 
Manufacturers of “— : i 
Fine Diamond Rings 
Platinum & Gold Ring Mountings 


NEW YORK CITY 





SPEIDEL CORPORATION 
PROVIDENCE,. R. L: 





LOUIS STERN COMPANY 
WAITE-EVANS MFG. CO. 
PROVIDENCE, R. I. 





J. J. WHITE MFG. CO. 
PROVIDENCE, R. I. 
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Pendant, No. K403—Locket, No. K402—Bracelet, No. K405—Brooch, No. K404 


F isher's “Petite Fleur'’ ensemble in three-tone gold 
filled is winning the approval of jewelers wherever 
shown. This group is notable for its fine hand crafts- 
manship, characteristic of all Fisher jewelry items. 
Motifs are beautifully designed and assembled with 
artistic skill. These are 18k gold filled to give defi- 
nite green and pink contrasts. For those customers 
seeking jewelry that is out of the ordinary—that will 
give lasting satisfaction—show "Petite Fleur" by 
Fisher. Your Wholesaler can supply you—and will 
show you Fisher Lockets—Brooches—Pendants— 
Crosses—Sports Trophies—Bracelet Charms. 


JM. FISHER company 


For over 60 years we have enjoyed ATTLEBORO, MASS. 


the continuous patronage and co- 

operation of 75 year old Ball Co. 

of Chicago. Congratulations, good i a 
customer. May wou continue to eee or LINE 
serve well and prosper. iia 

















(From page 55) 
ware, streamlined electric timepieces and household ap- 
pliances. 

The company’s present officers are Sidney Y, Ball, 
president; Charles H. Spencer, vice-president; W. . 
Ruthhart, secretary; Arnold N. Price, treasurer; Web} 
C. Ball, II, assistant secretary; C. W. Knights, assistant 
treasurer. 

Besides Messrs. Fisher and Spencer, who have already 
been mentioned, many other members of the staff have 
long service records with the company and are wel] 
known to the trade. Among these are A. M. Bauer, man- 
ager, watch department; J. P. Beckmann, manager, 
diamond department; E. F. Boes, manager, jewelry 
department; Miss Charlotte Smith, cashier, and many 
others whom some of you know personally. 

Thirty traveling salesmen now serve the Ball Com- 
pany’s customers from coast to coast, and 40 more attend 
to the wants of jewelers who come to the modern and 
attractive showrooms occupying 16,000 sq. ft. at 58 East 
Washington St. 

The Ball Company not only has a long record of suc- 
cessful achievement behind it but is marching forward 
to an equally notable future and is an important and 
constructive factor in the jewelry industry. 

We salute The Ball Company’s 75 years of achieve- 
ment—may its next 75 years be equally successful. 








"DICTIONARY OF METALS AND THEIR ALLOYS" 


Edited by F. J. Camm, editor of Practical Engineering and 
Practical Mechanics. Published by Chemical Publishing Co., 
New York. 245 pages; no illustrations. Offered by Book De- 
partment, Tue Jewerers’ Circutar-Keystone, $3, postpaid. 


In years gone by, the watchmaker and jeweler had 
no particular difficulties about the nomenclature of metals 
used in their craft. Steel was always plain carbon steel; 
silver either sterling or coin; gold varied only in karat 
and color. 

But today there are not only many more kinds of these 
metals, but many comparatively new alloys used in both 
crafts. In reading business magazines and books, one 
may come across names of metals that he has never 
known of before; for example: “beryllium copper”; 
“chrome steel’; ‘duralumin’; “invar’ and ‘“‘elinvar’; 
“rosein”’, and so on. Since some of these terms are not 
included in ordinary dictionaries, there has been often 
“no place to go” for information when they were en- 
countered. 

Any such difficulties are done away with for one who 


| has at hand this new book “Dictionary of Metals and 


Their Alloys.” Alphabetically arranged are the names 
of the newer metals and alloys, along with the ones 
better known; with each is mention of its special proper- 
ties and uses, all in plain non-technical language. 

Besides the dictionary section, the book contains chap- 
ters explaining processes such as heat treatments, plating 
and coloring, rust-proofing, and other manipulations in 
practical metallurgy. Another section is a collection of 
tables of great usefulness for reference. 
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N.W.J.A. CONVENTION 
(From page 40) 


to give because of their failure to ren- 
der full and adequate service. Nor 
should manufacturers sell to the whole- 
saler’s customers by subterfuge. What- 
ever policy the manufacturer decides 
upon should be openly announced and 
followed at all times, in order that all 
arties may know exactly where they 
stand, and be guided accordingly.” 


HOLESALERS are getting thor- 
oughly fed up with supporting and 
financing retail associations, many of 
which perform no useful function and 
are merely an excuse for a social get- 
together, declared C. B. Clausin, in pre- 
senting the committee report of whole- 
saler-retailer relations, which was based 
upon the results of a questionnaire cir- 
culated among jewelry wholesale houses. 

Three questions were asked: 
~ 1, Did you attend any retailers’ con- 
ventions during the past year? 

2. What do you think of them? 

8. What can or should wholesalers do 
to improve the situation? 

The replies, of which Mr. Clausin read 
a considerable number without the iden- 
tifying names, unanimously reported 
having attended anywhere from two or 
ten or more retail conventions, and al- 
most without exception, expressed the 
opinion that the expense and _ trouble 
occasioned by these conventions are not 
justified by the results that they pro- 
duce for either retailer or wholesaler. 
Particular opposition was expressed to 
the almost universal practice of solicit- 
ing wholesalers and manufacturers for 
program advertising, exhibit space and 
other contributions to finance meetings, 
which, as many of the replies put it, are 
“nothing but an excuse for a socal get- 
together,” “just a party for retailers 
to have a good time at wholesalers’ and 
manufacturers’ expense,” and other simi- 
lar expressions. 

Many of the replies urged wholesalers 
to refuse further contributions unless 
and until these retail associations show 
they are doing constructive work and 
that they have the cooveration and at- 
tention of enough retailers in their lo- 
calities to be truly representative instead 
of. as one reply put it, “the same small 
group that shows up year after year.” 

Several reports recommended _ that 
many of these state associations might 
well combine into regional groups and 
hold only one joint meeting per year, 
something along the line of the regional 
meetings at present held by the ANRJA. 

The report closed with the recom- 
mendation that a committee be ap- 
pointed to contact the ANRJA to dis- 
cuss this subiect with them and en- 
deavor to arrive at an equitable solution 
of the problem. 


OW wholesale jewelers can cooper- 
ate with the work of the Jewelers 
Vigilance Committee in lessening bad 
practices which are harmful to manufac- 
turer, wholesaler and retailer alike, was 
pointed out by G. H. Niemeyer, chair- 
man of the Jewelers Vigilance Com- 
mittee. 

Explaining that the Vigilance Commit- 
tee does not confine its activities to the 
New York area, as is sometimes errone- 
ously supposed, but is national in char- 
acter, Mr. Niemeyer pointed out that 
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several new members had recently been 
added to the committee from various 
sections of the country—that the cooper- 
ation of all groups in all localities was 
sought—and that the Vigilance Commit- 
tee in turn stood ready to cooperate in 
dealing with all trade problems wherever 
they might occur. 

Individual wholesalers, he said. in ad- 
dition to supporting the organized work 
of the committee, can also help to fur- 
ther its purposes by carefully watching 
and checking quality markings on goods 
offered to them, making sure that the 
markings correspond to the actual qual- 
ities and to the requirements of the Fed- 


G. H. 
NIEMEYER 
Handy & Harman, 
New York 
8 . « Check the 


quality markings” 





eral Trade Commission, and that the 
manufacturer’s name or trademark ap- 
pear in conjunction with each quality 
marking as required by law. 

In discussing the subject of misrepre- 
sentation by industrial catalog houses 
and others, Mr. Niemeyer stated that a 
recent inspection of the catalog of one 
of the reputable wholesale jewelry con- 
cerns disclosed 688 misstatements in its 
pages. Because the house is a reputable 
one, the errors referred to were undoubt- 
edly due to ignorance or carelessness. 
Nevertheless, they exist, and Mr. Nie- 
meyer says, “If such misstatements oc- 
cur in the catalog of a reputable con- 
cern, what can be expected from the 
outright chiseller?” He urged that legit- 
imate wholesalers give greater care and 
attention to the preparation of their 
catalogs and printed matter, and so 
avoid contributing even inadvertentlv to 
the total of misrepresentation and mis- 
statement. 

In closing with an appeal for support 
for the work of the vigilance commit- 
tee, Mr. Niemeyer stated the belief that 
the industry, as a whole, must sooner or 
later organize as a national body to pro- 
tect its existence in such matters as 
impending tax legislation and other gov- 
ernmental activities. as well as in purely 
internal trade problems. 


66¢@X‘OMPETITION by the U. S. Gov- 

ernment with private enterprise 
is something that we have heard a great 
deal about in recent years,” said Leon J. 
Engel, “but many of us within the 
jewelry industry do not realize that this 
comnetition is by no means confined to 
public utilities and the like, but is ram- 
pant right in our own field. 

“At every military reservation. and at 
all navy yards, naval bases and on all 
navv vessels are stores which were estab- 
lished with the idea of furnishing the 
men in service with small necessities and 
luxuries which the government itself did 
not supply. Today these establishments 
have come a long wav from that original 
purpose. Instead of handling only the 
small items whose sale in this manner 
might be entirely justifiable, they have 
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built up varied and elaborate stocks of 
all kinds of merchandise and in many 
cases make their facilities available to 
civilians in the district as well as to men 
in the service. 

“Because these stores were intended 
as a service to the enlisted personnel 
rather than as a means of making a 
profit, they follow the practice of selling 
at wholesale prices or at figures only 
very slightly above them, and because 
they are quasi-official governmental agen- 
cies, they are free of taxes and many 
other items of expense which the regu- 
lar retail merchant must meet. 

“In many -of these stores, jewelers’ 
merchandise, such as diamonds, watches 
and silverware, is an important part of 
their business, and with the _ stores 
thrown open to civilians it constitutes a 
serious competition to legitimate retail- 
ers in nearby territory. To all purposes 
it is simply wholesale-retailing carried 
on under at least semi-official govern- 
ment auspices in competition with regu- 
lar merchants who are paying taxes to 
the very government which in this way 
is hurting them. 

“These establishments even go so far 
as to set up bootleg channels for obtain- 
ing jewelry merchandise which they are 
unable to buy through legitimate sources, 
such as American-made watches, which 
I have photostatic evidence to prove 
have been sold through these post ex- 
changes for as little as 5 per cent above 
wholesale price. 

“The serious proportions to which 
this unfair competition has grown is in- 
dicated by the fact that a report to 
Congress following an investigation by a 
committee headed by Representative 
J. B. Shannon, of Missouri, in 1932 
stated that commissary stores in the 
naval districts of Portsmouth and Nor- 
folk are taking away from local mer- 
chants between 5 million and 6 million 
dollars a year, and if thev are allowed 
to continue, will undoubtedy force many 
merchants to go out of business. 

“If you multiply this by the large 
number of army and navy posts through- 
out the country, you can formulate an 
idea of the total enormous sum that is 
taken away from legitimate retail 
channels. 

“If the Secretaries of War and Navy 
can be persuaded that the operations of 
these stores are unfair, it should not be 
difficult for them to remedy the situa- 
tion, for the commissary officer of each 
post must obey any orders handed down 
by these secretaries. 

“A possible solution might be to limit 
the unit-of sale in post exchanges and 
ship’s service stores to two or three 
dollars and certainly not more than five. 
Any necessities for service men would 
certainly come within this field, and these 
post exchanges would then be filling 
their proper function without the pres- 
ent destructive competition to legiti- 
mate merchants. 

“I urge that this association and its 
members forcefully draw the attention 
of their Senators and Representatives 
to the situation, and that retailers be 
urged to join in the movement to clear 
up this bad condition. I believe that 
with concerted action throughout the 
industry something can be done about 
it 

(It was decided that the National 
Wholesale Jewelers Association should 
reproduce Mr. Engel’s paper in its en- 


tirety and distribute it to members for 
their jurther action.) 
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Making the 
Anniversary 
Pay Dividends 





® An informal dinner setting with Gorham Silver 





Formal dinner table in Towle display 


NNIVERSARIES of a’store’s founding, especially 

the major ones like the 25th, 50th and so on, can 

be made the basis for a highly profitable selling drive as 

well as prestige building if they are capitalized upon to 
the full extent of their possibilities. 

The completion of an entire century of successful mer- 
chandising by a store which has been owned and man- 
aged by the same family throughout the whole 100 years © Reed & Barton's extensive display 
is an especially favorable occasion for such an event, and 
Charles Mayer & Co., Indianapolis jewelers, are making 





it the theme of their selling activities for 1940. June 1, the silver department on the main floor was 

A series of special 100-year anniversary events is crowded with purchasers and potential customers. Ac- 
being staged throughout the year, one of which, titled cording to Mr. Mayer, the department had never en- 
“A Century of Silver,’ was the focal point of the store’s joyed a comparable volume of traffic even during Christ- 
activity from May 27 to June 5. mas rushes. 

Charles Mayer III, and his staff, with the full cooper- The entire third floor, usually devoted to other mer- 
ation of four leading silverware firms, The Gorham Co., chandise, was given over to the exhibition. Because of 
Reed & Barton Corp., Towle Mfg. Co. and Samuel Kirk the size of the displays sponsored by the four manufac- 
& Son, prepared a beautiful and lavish exhibition of turers, accommodations for groups of more than 10 or 
modern and antique silver displays, which in 11 days 12 at each exhibit made traffic movement a problem, es- 
attracted more than 5000 persons. pecially since most of the visitors stopped to discuss 

This attendance was especially noteworthy in light many interesting features of styling, design, manufac- 
of the fact that attendance was held down considerably turing processes with factory representatives. 
by a spell of inclement weather, and that there were no In addition to displays by each silver manufacturer, 
souvenirs of any sort to attract mere crowds. which gave facts about their respective histories, poli- 

Because he was primarily interested in instilling a cies and manufacturing methods, there were four tables 
greater appreciation of silverware, and at the same time set in the most artistic and tasteful manner in the most 
making an institutional bid for good will, Mr. Mayer modern patterns of each firm. 
ordered that at no time during the event was any sales Reed & Barton’s table gleamed with Francis I flat- 
energy to be exerted. The guests were to enjoy the ware, the beauty of which was enhanced by a lace table- 
event without fear of the embarrassment of being asked cloth woven by French nuns, valued at $3,000. Samuel 
to buy. Kirk & Son’s table boasted King silver. Towle’s table 

This finesse was obviously successful, for by Saturday, featured its Old Newbury flatware. Gorham’s Old Vin- 
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Congratulations to the Ball Company on their 75th 


= Anniversary. 


(. Anniversaries are inspiring occasions. They reflect accom- 
- plishments of the past. They build confidence for future 


Success. 


During many long years the Ball Company have contrib- 
uted greatly to the sales development of not only Sim- 


mons Chains but of all lines of Simmons Quality Gold 


~ 


i Filled Jewelry. Link by link they have built a strong 


bond of mutual friendship, cooperation and understand- 
Simmons Quality Gold- 





‘ 
~~ 
> 
~ 












illad oleae aetenl \ ing between manufacturer and distributor —a chain that 
size, sold in the early } 
days of the Ball Com- ween = will not be broken. 
pany. an 
i Lo 
a SF  R-E. 
COMPANY 
Attleboro, Massachusetts 
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cennes’ hollow and flatware brought early American 
table setting right into the 20th century fashion focus. 
On the main floor the store itself exhibited a representa- 
tive table. 

Mrs. Frances T. Heard, associate editor of House 
Beautiful, planned in detail the setting of all tables, 
which included a formal and informal dinner table and a 
formal] and informal luncheon table. 

In the manufacturers’ displays, Towle presented a 
chrenological development of flatware, showing a differ- 
ent pattern for each decade to demonstrate the evolu- 
tion from 1840 to 1940. Reed & Barton showed antique 
hollowware with the pineapple cone motif. Gorham of- 
fered its modernized version of the English Gadroon de- 
sign in both hollow and flatware. Kirk’s booth outlined 
the four steps in silver manufacture, showing each step 
from the bar silver to the finished product. 

Factory representatives assisting the Mayer staff 
were: Calder B. Vaughan, sales representative of Reed 
& Barton; Robert M. Donaldson, assistant advertising 
manager and Ross Atwood, sales department of Gor- 
ham Co.; Charles A. Bartling, sales representative, Miss 
Gertrude Doyle, stylist and Arthur L. Fuller, vice-pres- 
ident of the Towle Mfg. Co. and Archer Trench, repre- 
senting Kirk & Son. 

Mayer’s has long been known as a treasure chest 
among collectors of museum and antique silver pieces. 
In a small but elegantly appointed department, an in- 
ventory of some $50,000 worth of 16th, 17th and 18th 
century specimens is carried. The firm enjoys a wide 
reputation for handling only authentic pieces, which are 
sold all over the world. Albert Zoller, vice-president of 
Mayer’s, an authority on antique and museum silver in 
his own right, spends several months each year investi- 
gating and buying in world markets. 

Two of the most interesting items in the silver show 
were two matching teaspoons fashioned by Paul Revere, 


valued at *600 apiece. Probably because few people 
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Samples of the advertise. 
ments, telegrams, letters 
and newspaper stories 
which brought more than 
5000 people to Mayer's 
store for the centennial 
show of American silverware 


know about this phase of the American patriot’s life, the 
Revere display attracted considerable attention. 

As one who places prestige as important to customer- 
appeal as quality merchandise (sold at a profit), Mr. 
Mayer states that the value of the centennial silver dis- 
play is impossible to calculate in dollars and cents re- 
sults. With no merchandising effort silver sales were ac- 
celerated and the sale of four silver tea services could be 
attributed to the event. 

The mere fact of the attendance of more than 5000 
people made the event of incalculable value. 

The success of the event is largely attributable to a 
characteristically conservative, yet thorough advertising 
and publicity campaign, directed by Dorothy Ragan, 
publicity director. 

Increased black and white, as well as generous roto- 
gravure advertising space, liberally illustrated with pho- 
tographic art of antique and museum pieces, helped to 
acquaint newspaper readers with the-educational aspects 
of the silver exhibition. “This Week at Charles May- 
er’s” a signed (commercial) feature column by Miss 
Ragan, also stressed important features of the show. 

Several days before the “Century of Silver’ show, 
personal letters were mailed to 150 presidents of all In- 
diana universities and colleges and sorority presidents. 
About a hundred telegrams were wired to presidents of 
federated women’s clubs in 87 key cities throughout cen- 
tral Indiana, urging membership attendance at this cul- 
tural offering. Radio spot announcements were s0 
worded as to reflect “news flash” value to the show. 

Because the event had real news value all three In- 
dianapolis newspapers cooperated with publicity, art 
and feature stories. 

The easy informality and charm of the entire exhibi- 
" tion made light the task of the girl, dressed in a Colonial 
costume, who invited guests to register. A review of the 
book revealed that the letters and telegrams had not 
failed of their intended purpose, and thousands of new 
names were added to the store’s mailing list. 
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for THINKING 
OP JEWELERS 


LOCKETS 


SOURCE of a wide scope of styleful, saleable 
jewelry items that are proven profit 
producers. 


KNIVES —CHAINS 


that is the expression of sound design- 
ing and careful finishing is a com- 
ponent of every item carrying the 
LeStage trade mark. 


BABY JEWELRY 


in LeStage quality, built to a stand- 
ard and always up to standard. Most 
items 1/20-12k gold filled — some 
baby items in Karat gold. 


CHAIN BRACELETS 





relationships with our wholesalers 
and through them with the thousands 
of retailers selling LeStage chains 
and jewelry is as important to us as 
their orders. 


MESH BRACELETS 


Typical of our many valued whole- 
sale connections is the famous Ball 
Co., of Chicago, whom we salute on 
the occasion of their 75th anni- 


it PAYS to. buy —" 
LeSTAGE CZorns AMY ond JEWELRY 


LeSTAGE MFG. CO., NEW YORK e@ 9 MAIDEN LANE, ROSS DONALDSON 


CHICAGO @ 29 &. MADISON, ALLEN B. PINERO 
* NORTH ATTLEBORO, MASSACHUSETTS SAN FRANCISCO @ 57 POST ST., MAX J. NEWMAN 















EST. 1916 





* 
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George Ill silver tea and coffee set with kettle on oblong Sheffield tea tray. 


Ready Sales in 
Antique Silver 


by S. Craig Preston 


eS. in all lines are finding a ready sale 
throughout the length and breadth of our country, 
but none more so than English Silver, for which there 
is a logical reason. Many of the early settlers were of 
English birth, who brought with them not only their 
furniture, their style of architecture, but also their sil- 
ver. The desire for antiques now has become quite gen- 
eral, and such silver fits into a modest, modern home of 
refinement equally as well as in homes of greater wealth. 

The values of these old pieces is another factor which 
has made them popular, as many buy them, .not only to 
have beautiful creations of the master silversmiths of 
bygone days for every-day use, but to possess antiques 
of permanent value, to pass on to succeeding genera- 
tions. Examined in detail the pieces show the great 
care and thought in the making of them, exquisite bal- 
ance of line and design when considered as a whole. 
Since time was not such an important factor as in our 
day and age, an extra day or more could be readily 
given without adding materially to the cost. For the 
jeweler, there is a wide price range. Choice small pieces 
can be sold profitably from $5.00 up, though of course 
the more important pieces and sets sell in the higher 
price brackets. 

While it is true that some knowledge of hall marks 
are essential to the successful handling of Georgian Sil- 
ver, this can be obtained through a study of various 
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Fine old English George III Silver Waiter, 
14 ins. diameter—Ebenezer Coker, London, 1763, 





Outstanding example 
of old Sheffield can- 
delabra — Circa, 


1800. 





All examples from showrooms of 
S. Craig Preston, 385 Madison Ave., 
mFS. 


dependable works such as Sir Charles Jackson, Okie or 
Bradbury arid in nearly every city of average size these 
works are to: be found in the Public Library. Through 
such a working knowledge the confidence of a prospec- 
tive client can be secured, and it will prove to be a 
fascinating study. 

Despite the increasing demand for silver and _ plate 
within the last decade there still remain a large number 
of jewelers that do not handle these and thus allow this 
profitable source of business to pass into other channels. 

There are a number of reputable importers of En- 
glish Silver who always have on hand a well rounded 
stock of English Silver, Old Sheffield Plate, as well as 
the more recently made Victorian Silver and Victorian 
Plate, all of which is finding a ready sale in the United 
States. It would appear that any jeweler who desires 
to increase his scope of business, may do so through the 
addition of a stock of this type. 
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produce antique silver of that day and age. Instead, 
modern silverware that is inspired by such and such an | 
age draws upon all the characteristic art of that age— 
and thus harmonizes with modern homes and furnishings, 
in which, likewise, the same period is interpreted in 


OLD GOLD 


Even more widely used than pieces in the William and Yes, we refine all forms of 


Mary manner are furnishings inspired by the designs of 


Queen Anne’s time. After Queen Anne succeeded to the | waste—sweeps, polishings, 


throne of England, in 1702, the nation’s economic ex- nae 
pansion was rapid. Under her reign, England acquired filings, SCTQAD, e[c. 
such major possessions as Canada, Newfoundland, Nova 
Scotia, Gibralter, and united with Scotland. Art and 


literature found a fresh renascence, Our equipment 1S of the 
Along with growing wealth, there was growing taste z 

and appreciation, reflected in the richness and quality best—our experience COV- 
of furnishings. With changes in living habits came such 

new pieces of furniture as the knee-hole desk, the dress- ers 50 years, and .we Can 
ing table with all its rich appointments, and the increas- 

ing use of stools, small tables, corner cupboards, tall get the val- 
cabinets. In furniture (still the Age of Walnut) were | ues out for 

you. 


KNOWING YESTERDAY'S DESIGNS | 
(Prom page 3) AT YOUR SERVICE 
| Vv 
| 









developed highboys, lowboys, cabinets; the cabriole leg, 
the fiddle-back chair, and the wing chair. Characteristic 
decorative motifs were: the shell and leaf, cabochon, lions 
head, satyr mask. Although still formal, furniture was 
lighter in scale and type, and fine crewel embroidery and 
other rich upholstery was widely used. 

In 1697, all silver plate was by law higher than coin | 
standard. Thus silver became simpler in form, with more | 
attention to good line and proportion, less surface deco- | 
ration, less elaborate decorative detail. Grinling Gibbons’ 
influence was still widely felt, for Queen Anne engaged | 
him to replace the structures destroyed by the Fire of | 
London. 

The excellent and livable forms of Queen Anne furni- 
ture are adaptable to present-day living, and are a staple | 
in today’s furnishings. Therefore, the several sterling | 
and plated flatware patterns, by American silversmiths, | 
which are in the Queen Anne spirit, are suitable for use 
in many of today’s better homes and offer splendid sell- | 
ing possibilities when adequately merchandised. | 

[Editor’s Note: This is the third in a series of nine | 
articles on periods of design and contemporary silver | 
selling. The first article, describing the Renaissance, 

| 
| 
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Tudor and Jacobean influences in modern silver and 
modern homes, appeared in the May number, and the 
second, devoted to French influences, Louis XIV, XV 
and XVI, in the June number. The next article, in July, 
will describe Early Georgian and Chippendale motifs. | 





WHO GIVES WATCHES—AND TO WHOM 
(From page 32) 


well to do, among whom 39 per cent of the gift watches 
were received at that time, compared with 32 per cent 
among medium income and 30 per cent among high in- 
come families. 

Graduation is a big watch-receiving time for young 
women in the high and middle income classes, crowding /*re CLOUD) ela 4 
Christmas for importance. Thirty-one per cent of the ENERAL UFFICES DOWNTOWN 
women in high income families were given their watch 100 W KINZIE SI CHICAGO mit 








THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1940 








HONESTY is nota virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM. Irid-Plati.- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ae- 
curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 





26 John St.. New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 











SPECIAL NOTICE 





TP 
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Du-Bntree Servies Dish. $. Pot. No. 96044 

All rights are reserved by the Sheffield Silver Co., Inc., 
on its product, DUO-ENTREE Silver-plated Ser- 
vice Dish, manufactured arid marketed under U.S. 


Pat. No. 96044. 


All infringements will be prosecuted to the fullest 
extent. 


SHEFFIELD SILVER CO., INC. 
17 Crosby Street New York City 
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at graduation, compared with 14 per cent among women 
in low income families. 

Among males belonging to families of all income 
groups, Christmas and graduation tie as the chief oceg- 
sion for receiving a watch as a gift, though birthdays 
are very nearly as popular a time. Little difference ex. 
ists among the various income groups on the relative jm- 
portance of these occasions. Young men and men jp 
low income families, however, are more apt to be given 
a watch for no special occasion—some relative appar- 
ently deciding on the spur of the moment to buy a watch 
“because Johnny ought to have one.” 

Occasions when those interviewed in Akron reported 
they received their gift watches as follow: 


Both 

Occasion Men Women Sexes 

MORERIR REID 6 arctica cossrstoneevigiaeieeiers 27% 40% 33% 
RGMNIIREINN, (5 c5.6cae de aisle nea 27 22 24 
AUEIEMEATN here ca. stay plaleia piece ois Site 25 19 22 
PUD MMNMEONAL 55h ie sw iue Soieisinione © as 15 10 12 
Te en ere eee 4 3 3 
PGIVETBREN | 8 ia e tie boe cs eke 1 5 4 
SOCAN PRWAEA oo. 5555's ws iice-cs 1 ie 1 
Don't Memember ..... 6.66260. eg 1 1 


A thorough cross-check on this whole business of 
watch-giving was provided when the Akron cross-section 
was asked whether they had ever bought a watch as a 
gift, if so, for whom, on what occasion, and at what 
price. 

The results of the question, “Have you ever bought 
a gift watch?” are surprising, at first glance. The fact 
that only 30 per cent of all the men and women, young 
and old, of every income group, who were interviewed, 
said “Yes,” would seem, perhaps, to conflict with the 
previously discovered fact that 66 per cent of the watches 
owned by the whole group were acquired as gifts. The 
difference in numbers between givers and receivers of 
gift watches comes from two things: First, many indi- 
viduals purchase during their lifetimes more than one 
watch as gifts, parents, particularly, in the giving of 
watches to the three youngsters at Christmas, or when 
each of them graduates or reaches his 21st birthday; 
and, second, many of the watches reported received as 
gifts came from persons no longer living, but who, had 
they still been alive and interviewed, would have been 
classed among gift watch buyers. 

Everybody who merchandises watches-—be he manu- 
facturer, wholesaler or retail jeweler—may well ponder 
this situation: Only 14 per cent of the individuals inter- 
viewed in the high income group have ever bought 
a watch as a gift. By comparison, the 31 per cent among 
the middle income and the 34 per cent among the low 
income groups are well sold on the desirability of watch- 
giving. Does this mean that Mrs. Gotdough so wants a 
new fur coat, Miss Gotdough so needs a new piano and 
Johnny Gotdough so yearns for a saxophone that the 
thought of a smart, new streamlined timepiece is far, far 
away from Mr. G.’s mind when Christmas, graduation 
or birthdays roll ’round? 

If watches have sufficient power to induce a good pro- 
portion of men and women who live in average and 
poorer homes to part with hard-earned cash, how much 
more easily they should be sold to more affluent citizens. 
Apparently, though, upper crusters aren’t buying 
watches in proportion to their superior purchasing 
power. Retailers’ direct-mail campaigns, aided by the 
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manufacturers, may be able to cultivate a satisfactory 
yolume among this class of trade. 

Children constitute the biggest group of persons for 
whom watches are purchased, amounting to 58 per cent 
with low income families, 42 per cent with families in 
the middle income bracket, and 46 per cent with those 
of high income. Wives are the next most important 
group of watch gift recipients, with 38 per cent of the 
gift watches purchased by high income families being 
presented to wives. This compares with 22 per cent 
for medium income wives and 21 per cent for low 
income Wives. 

Men, in high income families, were found to confine 
their watch gifts to their children and wives, giving 50 
per cent to each. In medium income families, men pur- 
chase gift watches as follows: For children, 34 per cent; 
for wives, 41 per cent; for friends, 7 per cent; for 
brothers, 6 per cent, and for fathers, sisters and mothers, 
t per cent each. Men with low incomes gave watches 40 
per cent to children, another 40 per cent to wives, 7 per 
cent to friends, 5 per cent to brothers, 3 per cent to 
fathers, 3 per cent to sisters and 2 per cent to mothers. 

When women, in high income brackets, buy a gift 
watch the chances are two that it’s for hubby, and one 
for a child. There’s little watch-giving outside of the 
immediate family, in the high income bracket. Women of 
medium-income families, however, give watches to a va- 
riety of persons—Children, 52 per cent; husbands, 33 
per cent; friends, 6 per cent; brothers, 4 per cent; sis- 
ters, 2 per cent, and nephews, 2 
watch gifts, in low income families, are confined 70 per 
cent of the time to their children, their husbands receiv- 


per cent. Women’s 


ing 18 per cent of such purchases, their sisters, 6 per 
cent, and their fathers, 6 per cent. 

People of all income brackets are willing, and ready. 
to pay for quality and styling when they buy gift 
watches. The low income group may not buy many 
watches selling for more than $50, but they concentrate 
their purchases in the $25 to $50 bracket 70 per cent of 
the time, compared with 12 per cent of their purchases 
in the $10 to $24.99 bracket and 7 per cent in the under 
$10 price range. The fact that only 18 per cent of the 
gift watches bought by every man and woman inter- 
viewed cost less than $25 proves once more what was 
stated in the first article in this series in the June issue 
—“Nationally advertised”. watches with the brand 
names removed and offered for $9.95 ‘“‘this week only” 
are much less effective in attracting buyers than well- 
known trade-marked brands honestly and fairly priced. 

Here’s what they paid for gift watches: 


Low Medium High 
Price income income income All 
Under $10 ............. 1% 11% 0% 9% 
lO WO GIAO9. «oo. ccck sos 12 8 § 9 
2 a) rr re 70 59 69 63 
COVER GI kook ce ckb vere 2 16 15 12 
Don’t Remember ....... 9 6 8 7 


All of which adds up to this: When John Q. Public 
gives a watch, he’s apt to choose a timepiece as accurate, 
as well made and as highly styled as his budget affords. 


The United States furnished 81 per cent of Canada’s 
jewelry imports in 1939, says the Commerce Depart- 
ment. Canada’s total imports of jewelry last year 
amounted in value to $1,048,294, an increase of 18%. 
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INVESTIGATE THIS 
TESTED, PROVED WAY 
OF INCREASING 
SALES AT MINIMUM 


¥& There’s no question about it. Hundreds of in- 
stallations in every section of the country give 
definite proof that up-to-date ZOURI Store Fronts 
boost sales right from the start. Many report in- 
creases all the way from 15% to 40%! 


You can’t make a better investment right now 
than in a sales-building ZOURI Store Front—to 
safeguard your competitive position for many 
years to come. Investigate new features, such as 
K.Z.S. Aluminum Facing—the last word in store 
front construction. Write ZOURI today for booklet. 


mA) fl mm f 
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Zouri Store Fronts, Niles, Michigan 3-740 | 


Rush my copy of your new illustrated booklet on ZOURI 
Store Fronts. 
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®@ Bulova's new "Goddess of Time" model has a 17-jewel move- 
ment and comes in seven styles in pink and natural rolled gold 
plate. Retail prices range from $29.75 to $33.75. 


® Tea to your taste. Tea from one spout, water 
from the other. Vitrified china in nine shades, 
$2.95. Tea Master, 400 E. Fordham Rd., N. Y. C, 


®@ Speidel presents Key-Guard, ladies’ 
key ring, which combines a clever little 
"padlock" with the practical features 
of a modern key ring. Sterling or 
rolled gold plate, ready to be en- 
graved on reverse shield with initials, 


© The Commodore expansion bracelet for men, made by 
Gemex with gold filled top and stainless steel back, is now 
available with Gem-Flex ends, made from Vinylite resins. $6.50. 


@ R. F. Simmons Co. have 
just introduced some new 
gold-filled watch chains 
in the popular rose color. 
With a slight tint of rose, 
the effect is most pleasing. 





®Harmonious shadings of greens, blues and 
browns in various fine leathers give striking 
eye appeal to the compactly streamlined 
billfolds just introduced by Enger-Kress, West 
Bend, Wis. They are made with six pockets. 


® "Love rings," introduced by Raymond 
Abrahams, New York, may be used to em- 
wh She can go fishing the way she likes, phasize affection between married couples, 
with a costume brooch like this. $1. From or as magnificent wedding rings, when an 
a group of 35 summery designs at Kauf- engagement ring has not been given. Those 
man-Ruderman, Inc., 307 Fifth Ave., N.Y.C. shown at right will retail for $250 to $500. 
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@ Organ-Tone, striking plastic model by 
DeWald Radio Mfg. Co., 440 Lafayette St., 
N. Y. C., has tonal qualities that belie its 
compact size, 10”x8"x7". Five tubes, super- 
het. List $15.95 to $21.95. Three styles. 





@ Longines offers the new 1I7-jewel "Presentation" in 
models for both men and women. The woman's model 
shown here is set with six diamonds and is available in 
either the new pink or white gold. The man's watch is a 
narrow oblong, curve cased in pink gold with stepped ends 
of contrasting green gold. Woman's model sells at $85. 








@ Sculptured "Airflow" watch attachment of Glass-flex, patented vinylite 
resin, retailing at $1. Improved Products Co., 115 Fourth Ave., New York City. 


e Braided chain brace- 


let of 1/10 12K g. f. 
seamless wire fancy curb 
chain. A $10 retailer by 
LeStage, No. Attleboro. 





@ Silver-plated funnel for transferring milady's perfume from one 
bottle to another. One inch high, decorated with coat-of-arms,.$! retail. 
Mitteldorfer Straus, "The Peasant Village", 245 Fifth Ave., New York. 





In Y y mand. Shrcughoul Me G cunty ; 


JACCARD'S FAMOUS. WATCH JACKET 
NOW AVAILABLE TO JEWELERS 
IN EVERY CITY 


In Gold, Silver or Platinum designed especially to fit 


your watch 


This new, patented jacket is in demand everywhere. It 
protects watches from the dangers to delicate mecha- 
nisms resulting from normal dampness and perspira- 
tion. It protects against loss or breakage of stems and 
crowns. [t provides a real service to your customers 
and is a valuable item for your watch department. For 


chart and price. list write today. 


Original with Jaccard’s—-Patent No. 1961734 


Mermod-dJacecard-hing 
Saint Lows 
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You can offer dependable new ALTON watches to 
your customers with* every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 





6% x 8 Ligne, Alton, in the new rose colored 10K. 
rolled gold plate case with stainless steel back. Rose 
dial to match. Ratchet silk cord. 


I.) Re... Soper cer eer Price Keystone $14.10 
Al1l46—17 Jewel .............. Price Keystone 17.90 


The above watch is one of nearly 50 new models 
added to the ALTON line and illustrated in our new 
1940 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove. and 
I.D. Watch Cases 


5 South ‘ ; Chicago 
Wabash Ave. . Illinois 
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New silver-plated vacuum ice tubs, condensa- 
tion-free, that, filled once, serve the whole 
evening through. Bernard Rice's Sons, Inc., 
Appollo Studios, 325 Fifth Ave., New York City. 











Sue Hush Jewel Pottery. Rich tones and old 
American Indian technique. Handmade from 
wooden molds, available in all colors, $5 to $15 
retail. Mary Ryan, 225 Fifth Ave., New York City. 


Giftwares 
Answer War-Torn 


Sales Quotas 


by J. RICHARD IANDER 


rn] 


if is, indeed, an “ill wind which blows no man to 
good.” Staggering as the disruption of the Euro- 
pean market is to certain stocks of the retail jeweler, 
he still has a very healthy chance to buoy up sales and 
maintain his fiscal quota. 

How? 
with a well-rounded stock of gift and art wares, by 


By diversifications; specifically, by filling in 


promoting these gift and art wares as a separate and 
distinct department, enticing of price, but of a quality 
on a par with the finest merchandise of any other of his 
departments. 

The items here illustrated convey some idea of the 
variety of opportunities in the gift and art field. Hun- 
dreds of other gift and art houses have literally thou- 
sands of fine items of available merchandise, domestic 
or otherwise war-free. 

It is more than good fortune that these houses intro- 
duce their new wares at this time. It would be a real 
misfortune if enterprising jewelers, who are able to go, 
“missed the bus” to the exhibits just before us: the 
Chicago Gift Show, July 29 to August 9 at the Palmer 





Cornucopia vase—forerunners of fine crystals 
which are now to be made in America by J. H. 
Venon, Inc., 212 Fifth Ave., New York City. 
Hond-blown, full lead crystal, $4 and $4.50 retail. 
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English brasses. Left to right—Flower shaped 
table bell, $1.65; cocktail set, topped with 
Dickens’ characters, $5.30; replica of Warwick 
vase, $2.95. All prices quoted are retail. S. P. 
Skinner Co., Inc., 225 Fifth Ave., New York City. 
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CASTLETON OWEN A 


MADE IN AMERICA. 


MADE OF AMERIC da 


DISTINGUISHED BY THE RARE GU ALITY 


OF ITS **PARIAN'’ BOPYT, I78 GICs 


AND VARIED DECORATIONS. 





CASTLETON CHINA 


EN-C OR POG ERA TE BD 


L. FE. HELLMANN, President 


151 FIFTH AVENUE, NEW YORK 
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"Tula" aluminum combination coaster-ashtray, 
$9.30 per dozen, retail. Semi-"Tula" finish, $8.60. 
Patented and manufactured by The Henry T. 
Warner Co., 112 W. Hubbard St., Chicago. 





House, Chicago; the Gift Show and China, Glass and 
Pottery Market, July 29 to Aug. 10, Merchandise Mart, 
Chicago, and the New York-Philadelphia Combined Gift 
Show, Aug. 19 to 23, at the Benjamin Franklin Hotel 
in Philadelphia. 

Whether a jeweler has ever stocked a single gift and 
art item, whether he contemplates the inauguration of 
a gift and art department or not, he owes it to himself 
to see these shows. For in recent years the show man- 
agers tell us that jewelers who have come, gift-inquisi- 
tive, have gone away addicted gift enthusiasts, a new 
tempo marking the bell-ringing of their cash registers. 

Note not only the organizations represented on this 
page, but of all of those throughout the Jewe ers’ 
Circuvar-Keystone Gift and Art Section. Jot down 
their names, the types of merchandise they offer, send 
for their catalogs, look for their exhibits at the shows. 
Just by such a small amount of effort and interest will 
the astonishingly broad field of gift and artwares open 
to the sagacious retailer. Just on such awareness and 
interpretation of current trends are increasing sales 
successes based. 





Smokers’ trio in laminated solid leather. Alu- 
minum lined cigarette humidor, $7.50; screen- 
top ashtray, $6; lighter, $5. All prices retail. 
Schierenhide, Inc., 30 Ferry St., New York. 
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Parade of musicians. French designed crystal 
cocktail and highball glasses, $7.20 and $9.60 
per doz. retail, respectively. Mitteldorfer Straus, 
“Peasant Village", 245 Fifth Ave., New York. 





Umbrella cigarette set of hand-wrought copper. 
Set of two (open and closed versions), $1 retail. 
A. L. Larimer, 225 Fifth Ave., New York City. 





English bone china table lan p which lights 
seven ways. Ivory urn design with "Indian 
Tree" pattern in natural colors, metal footed, 
with tailored shade, $8 retail. Edward P. 
Paul & Co., Inc., 1133 Broadway, New York. 
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To Gift Profits 


Right now, the hundreds of gift and 
art houses are busily at work behind 
scenes. assembling the thousands of new 
lines that will make up their exhibits. 

Here on these pages, gift and art ad- 
vertisers can only hint at a few of the 
items you'll see at the shows. No amount 
of type or number of illustrations could 
do justice to the treasure troves these 
shows prove to be for all who go. Check 
your calendar, Mr. Enterprising Jeweler, 
and note the names of these advertisers 
bringing you here the opportunities of 
golden profits from the realm of gifts and 


art. 











New York, Lobby Floor. 225 Fifth Avenue 
EBELING & REUSS INC, Phitadetphia, Main Office, 707 Chestnut St. 
’ * Chicago, Room 1557, Merchandise Mart 


We Present CAMEO CRYSTAL 


Ebeling & Reuss, Inc., have retained the services of Mr. Fred- 
eric D. Farrell to style a distinctive line of CAMEO CRYSTAL 


THE CRYSTAL is the finest quality obtainable in the American 
Market. 

THE SHAPES have been carefully selected to conform to the 
Cameo style of treatment. 

THE DESIGNS have been styled exclusively for each individual 
shape. The Cameo effect is achieved by the depth of treatment 
creating highlights and shadows. 

THE LINE comprises TWENTY items in several decorations 


Stock available for immediate shipment 





THF 
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The EVEREDY Ca. 


IGEAST STREET. FREDERICK. MARYLAND 


| NEW YORK SHOWROOM: 200 FIFTH AVE. © CHICAGO: THE ZANGS CO., MERCHANDISE MART | 








MEZZANINE GIFT DEPARTMENT IMPROVED 


EW lights and new paint have generated bigger 

volume for the mezzanine gift department in the 
T. L. Combs & Sons’ jewelry store in Omaha, Neb. 
Four ceiling lights replaced a center drop light, and in- 
direct lighting was installed for the shelves and rounded- 
corner display cabinets. 

The illumination was planned in conjunction with a 
new color scheme of soft gray, tomato bisque and apple 
green for the walls, ceiling and shelves. The combina- 
tion of modern lighting with the soft, fresh colors set off 
gift merchandise to advantage. 

A trophy shelf extends the width of the store, above 
the repair department and the cashier’s office. Above 
the trophy shelf are display cases, which may be viewed 
from both the main floor and from the mezzanine gift 
room, containing larger objects such as hors d’oeuvre 
trays, vases and spun aluminum. A sign reading “Gift 
Counselors” hangs over the cashier’s window, inviting 


attention to the mezzanine floor. 





This mezzanine gift department is so well lighted and decorated that 
customers don't mind climbing the short flight of stairs. 





A decorative centerpiece, candle-holders, electric toasters, coffee 
urns and electric waffle irons displayed on an attractive table in the 
mezzanine gift room of T. L. Combs & Sons. 


REVAMPED SKINNER CO. OPENS SHOWROOMS 


S. P. Skinner Co., Inc., successors to Skinner-Hill 
Co., are now established in new, remodeled showrooms 
on the third floor at 225 Fifth Ave., New York. Special- 
izing in decorative arts for the home and garden, the 
company’s lines include imported English brassware, 
china and glass objects, and a unique line of lamps. 
They are sole agents in the U. S. for Pearson-Page- 
Jewsbury Co., Ltd., of London. 
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SURPRISE is in store for “even the most opti- 

mistic of buyers,’ says William Little, of the 
George F. Little Management, New York, directors of 
the Chicago Gift Show, July 29 to Aug. 10, and of the 
New York-Philadelphia Combined Gift Show, Aug. 19 
to 23, in Philadelphia. “Changing world conditions have 
challenged the creative abilities of American producers,” 
he states. How the challenge has been met will be seen 
by the sagacious jeweler who goes to the shows. There 
will be three floors devoted to the Chicago show, and 
at Philadelphia, advises Mr. Little, judging from exhi- 
bitors’ advance registration requests, lines shown will 
heavily exceed 500. More than three-quarters will be 
jewelers’ sales “naturals.” 

* & * 

CHINA, GLASSWARE and pottery opportunities for 
jewelers will be abundant at the Gift Show and China, 
Glass and Pottery Market, July 29 to Aug. 10, at the 
Merchandise Mart, Chicago. The show management 
expects 3000 buyers to view 622 gift lines. China, glass 
and pottery lines number 237. 

* * # 


SouTHWESTERN states jewelers will find it profitable 
to visit the Allied Gift Show, Aug. 26 to Sept. 2, Hotel 
Adolphus, Dallas, Tex. H. W. Johnson, Los Angeles, 
show director, announces the show will be the greatest 
ever held in the Southwest by his organization. 

* * % 

Fine Enauisu prints of A. Vivian Mansell & Co., 
Ltd., London, are now available through Milton A. 
Bleier, 230 Fifth Ave., New York, recently appointed as 
sole selling agent in the United States. Print sizes range 
from 2 in. x 3 in. to 12 in. x 16 in., ideal sizes for 
jewelers who carry fine art stocks. 

* * 


Descrisep as one of the most complete decorating 
and etching plants in the East is that now nearing com- 
pletion for Atlas China Co. at 27 W 20th St., New York 
City. The plant, which will occupy the entire ground 
floor of the premises, was conceived and planned by 
Samuel Bernthal, president, associated with the china 
decorating field for 40 years. The company was former- 
ly located in Brooklyn for a quarter of a century. A 
continuous tunnel kiln is a unique feature of the plant. 
On the same floor, approached by a separate entrance, 
are the company’s reception and show rooms. 

* & 


Fruir pEsiGN utility jars, aluminum hurricane lamps 
and vanity boxes were best gift sellers for May, reports 
I'riedlander Buying Service, New York City. 


* + 


From oxtp Cathay comes one of those letter announce- 
ments which Harold L. Hertzfelder, president of the 
Fan Co., 225 Fifth Ave., New York, sends while on his 
annual buying trips to the Orient. This year he has 
gathered an unusual group of miniatures, demand for 
which continues. 
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Ample Supply of Small Diamonds Here; 
Importers Built Swiss Watch Reserves 


Cabled reports received from London 
just as this issue goes to press confirm 
the accuracy of the preliminary review 
published in Jewevers’ Crrcunar-Key- 
srone for June, as to the European 
diamond situation following the Nazi 
invasion of the Low Countries. 

These later advices repeat the state- 
ment in the earlier report that while 
cutters and merchants in Amsterdam 
and Antwerp personally escaped, and in 
the case of the latter city, most of these 
men succeeded in getting out their stocks, 
the bulk of the goods in the Netherlands 
fell into German hands as a result of the 
unexpected speed with which Holland 
was overrun, thus catching many diamond 
men without warning. 

Antwerp cutter merchants are now 
mostly in Bordeaux and Southern France 
where it was at first hoped that a cutting 
industry might be re-established behind 
the French lines. But with the smashing 
of French defense in the past few days, 
this idea has had to be abandoned and 
today it is highly problematical when 
and where facilities for the finishing of 
small goods will be re-established. 

In the manwhile, thorough investiga- 
tion has disclosed that ample stocks to 
take care of all American requirements 
for a considerable time to come are in 
the United States, but because of the 
difficulty, if not impossibility, of replen- 
ishing supplies of the smaller sizes, the 
tendency toward higher and firmer quo- 
tations in this classification continues. 

Because of the imminence of active 
hostilities in and over London, much of 
the trade in that city is at a standstill 
with comparatively little merchandise 
being offered. However, some of the 
high-grade retail firms continue busy, and 
at least a little business is being done, 
although at somewhat higher prices. 

Up to the time of going to press all 
efforts to obtain news as to Paris jewel- 
ers have been unavailing. It is known 
that at least some of them escaped to 
the south of France, but just which ones 
and how many, and what if any, goods 
they were able to salvage is not known. 

As matters now stand, London still 
has the stocks of rough diamonds, Ger- 
many holds the cutting equipment which 
was abandoned in Amsterdam and Ant- 
werp, and the cutters themselves are 
mostly refugees, together with an unde- 
termined amount of diamonds, either 
rough or cut. How, when and where 
these three elements of rough material, 
equipment and artisans can be re-assem- 
bled only time can tell. If peace should 
come in the near future, though this 
seems unlikely, in view of Great Britain’s 
determination to carry on, cutting and 
shipments may be resumed with reason- 
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able promptness. Or if the war is pro- 
tracted, cutting equipment may be set 
up at some new point and operated by 
cutters who have fled the Low Countries 
when they can be re-assembled. 

No new developments of major impor- 
tance have occurred in the diamond situ- 
ation in New York or in the United 
States in general to change the compre- 
hensive report that was published in 
JEWELERS’ CircuLar-Keysrong, last month. 
In fact, the diamond market has been 
extremely quiet with neither buyers nor 
sellers manifesting any great activity. As 
reported last month, there seems to be in 
this country an adequate stock of dia- 
monds of all sizes to take care of all 
normal requirements for a considerable 
time and with world events changing so 
rapidly and suddenly, apparently every- 
one has decided that it is the better part 
of wisdom not to engage in speculative 
activity with its attendant hazards, but 
to proceed on as nearly a normal basis 
as possible. 

A new element of uncertainty has 
been injected into another phase of the 
iewelry business within the past month 
bv the entry of Italy into the war and 
the occupation of most of France by the 
German army. Italy’s entry has resulted 
in the clamving down of the British 
b'ockade on the ocean commerce of that 
country as a consequence of which it is 
no longer possible for Swiss watchmakers 
to ship their goods via Italian ports as 
was previously being done. 

The German occupation of France has 
likewise made it impossible to arrange for 
shipments from Swiss factories through 
the latter country, and how or by what 
means supplies of Swiss watches and 
parts can now reach the United States 
is problematical. Possib!y some more 
roundabout route may he established, 
but whether this will be feasible or how 
it can be worked out remains to be seen. 

Leading importers of Swiss watches 


_ State that as a precautionary measure 


against such emergencies as this, they 
have been accumulating considerably 
larger than usual stocks in order to carry 
on and take care of their customers in 
the event of interruption of shipments. 
Several have reported sunplies on hand 
that they estimate will be adequate to 
take care of their regular trade for the 
remainder of the year. Because of the 
absolute necessity to the Swiss economy 
of maintaining export shipments, that 
country will, of course, bend every effort 
toward working out a means of making 
shipments as soon as possible, and it is 
likely that before present supplies in this 
country are exhausted, additional ship- 
ments will be coming through by some 
means or other. 
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Huge Trade Show 
For Joint Conclave 


of ANRJA, NACJ 


An array of jewelry store merchan- 
dise, such as has never before been dis- 
played to the jewelry trade, will be as- 
sembled for the inspection of jewelers 
who attend the conventions of the 
American National Retail Jewelers’ As- 
sociation and the National Association 
of Credit Jewelers, in the consolidated 
jewelry show of the two associations, 
which will be staged at the Waldorf- 
Astoria Hotel in New York, during the 
week beginning August 26. 

Secretary Charles T. Evans, of 
ANRJA, the association which this year 
is managing the details of the joint 
exhibition, told the Jeweters’ CrrcuLar- 
KeysroneE on June 20 that at that 
time every inch of exhibit space on the 
main ballroom floor had been sold, as 
well as every available display room on 
the fourth floor. In the entire vast lay- 
out only four small booths remained 
unsold as of that date, all of which are 
in the balcony overlooking the ballroom, 
and these, it is expected, will be disposed 
of by the time this issue is in the hands 
of readers. 

Many more lines will be available for 
buyers’ inspection than have ever been 
seen at previous individual shows of 
either ANRJA or NAJC, with the re- 
sult that the exhibit will offer the re- 
tailer an unprecedented opportunity to 
inspect and order his fall and winter 
merchandise. 

However, the big show is only one of 
the many attractions that will make a 
visit to the convention desirable. Both 
associations are planning noteworthy 
programs with outstanding speakers and 
many practical “brass tacks” discussions 
of the jewelers’ problems. There will 
be useful ideas and inspiration for every 
visitor which he can turn to helpful ac- 
count in the operations of his business. 

Added to this is the attraction of the 
availability of the New York World’s 
Fair, which is again operating this year 
and which should certainly be visited at 
least once by everyone who has not 
previously attended it. 





Here, again, as in diamonds, nothing 
is to be gained by panicky over-buying. 
In fact, many responsible importers have 
refused to sell to any customer more than 
his normal needs. The feeling seems to 
be prevalent among well informed and 
level-headed leaders of the jewelry indus- 
try that the wisest procedure all along 
the line is not to speculate, and neither 
to over-buy nor under-buy but to con- 
tinue as usual to cover normal require- 
ments in as nearly as possible a normal 
way. 








250 Attend Joint Sessions 
Of Indiana Jewelers, Watchmakers; 
Licensing Working Well 


Laxe Wawaser, Inv.—The largest and 
most enthusiastic gathering of Indiana 
retail jewelers in many years was held 
at South Shore Inn, this place, June 23 
to 25, when the Indiana R.J.A. and the 
Watchmakers Association of Indiana 
met jointly in annual session. It was a 
real retailers’ convention, with jewelers 
and their wives outnumbering wholesal- 
ers and representatives three to one. 
There were more than 250 jewelers and 
watchmakers, and their guests in atten- 
dance the first day . 

During the sessions of the watchmak- 
ers association, Sunday, the president, 
H. Walter Schaefer, Indianapolis, re- 
viewed the progress made during the 
past year, the feature of which was 
watchmaker licensing which became ef- 
fective about seven months ago. He paid 
high tribute to the work of Herman L. 
Lodde, Indianapolis, who is the manag- 
ing director of both associations, and to 
the State Board of Examiners in Watch- 
making, of which A. S. Rowe, Indian- 
apolis, is president. Mr. Rowe spoke and 
conducted a watch clinic. 

At the election Robert W. Smiley, La- 
fayette, incumbent secretary, was elected 
to fill the newly-combined office of secre- 
tary and treasurer. Other officers re- 
elected are: Mr. Schaefer, president; 
Edison Abbott, Kokomo, vice-president, 
and Mr. Lodde, managing director. Five 
additional directors were chosen along 
with George Maude and Marcus Furst- 
enburg, Indianapolis; Paul R. Shedrick, 
Middletown; James B. Groves, Evans- 
ville; Jesse Perrin, Anderson; Don 
Scott, Muncie, and Charles E. Carbaugh, 
Auburn, who were all reelected. 

At the banquet Sunday night Dr. 
Charles Copeland Smith, Chicago, chair- 
man of the National Association of 
Manufacturers, gave a timely address on 
“Freedom —Our American Dynamic.” 
There was a showing of a film by the 
DeBeers Diamond Syndicate, shown 
through the courtesy of the Gemological 
Institute of America, and as a final fea- 
ture, Morris Solomon, of D. Jacobs & 
Sons, Cincinnati, treasurer of the Hoo- 
sier Jewelers Travelers Club, ran off 
several films depicting Indiana jewelers 
in action at previous conventions. 

The success of the convention was 
largely due to the efforts put forth by 
members of the Hoosier Travelers, 
headed by Fritz Fromm, Indianapolis. 

At the time this was being written 
Irving Chayken, the very popular presi- 
dent of the Indiana R.J.A., stood good 
chances of being reelected. His support- 
ers circulated campaign cards with the 
slogans, “For the Third Term and No 
Doubt About It. Finish the Chayken 
New Shuffle.” 





















































q Frank Russell, traveling salesman who 
recently joined the sales force of H. A. 
Wilson Co., Newark, N. J., is now on an 
extended trip through the Middle West. 
q John Neldine, formerly of Every- 
body’s Supply Corp., is now represent- 
ing Joseph B. Bechtel & Co., Philadel- 
phia, in Pennsylvania and vicinity. 

qThe E. M. Rosenthal Jewelry Co. has 
moved its offices and showrooms to new 


quarters at 702 H St., N.W., Washing- 
ton. 

















RICH HEADS R. WALLACE & SONS 


William W. Rich 


Wa.uincrorp, Conn.—W. W. Rich, 
who only in February was made vice- 
president, general manager and director 
of R. Wallace & Sons, was elected to 
the presidency of the firm last month to 
fill the vacancy caused by the recent 
death of Charles D. Morris. Until com- 
ing here about a year ago he was con- 
nected with Oneida Ltd., as works man- 
ager. He has had wide experience in 
every phase of silverware, from design- 
ing, production and promotion to distri- 
bution. 

Floyd Wallace was made chairman of 
the board and also retains the office of 
vice-president. C. W. Leavenworth is 
treasurer; Malcolm Wallace, secretary, 
and C. F. Thompson, assistant treasurer. 
Warren Mottram is a new director. 





q Richard M. Blake, Jr., who has been 
covering New Jersey, Pennsylvania and 
upper New York state for Harry C. 
Schick, Inc., Newark manufacturers, has 
started to cover all of the Eastern coast 
territory. His father, “Dick” Blake, Sr., 
who has represented the firm in the Mid- 
dle West is now making the New York 
office his headquarters. 

q Frank E. Chase, located in the Baker 
Hotel, Dallas, Tex., is now representing 
Walter Lampl, New York jewelry cre- 
ator, in the Southwest. 








Empire State Jewelers Meet 
In Adirondacks; Elect Peters 


To Newly-Created Office 


Saranac Lake, N. Y.—All of the 
officers of the New York State R. J, 4 
who have served for the past year 
were reelected at the annual convention 
of the association, held here, May 27-9 
These are: Leon S_ Davis, Bingham 
president; E. M. Baringer, Gloversville. 
EK. W. Frost, Syracuse; Thomas Fr 
Kavanagh, Newburgh; Alfred Morel] 
New York City; F. W. Roedel, Utica, 
Horace M. Seaman, Albany, and Albert 
Zikliox, Buffalo, vice-presidents; R, §. 
Brigham, Oneonta, treasurer, and f, [, 
Sunderlin, Rochester, secretary. 

In pursuance of the policy of the 
association to have a_ regional vice. 
president in each of the important dis. 
tricts of the state it was decided to ad@ 
to the present list of vice-presidents 
from the important Long Island area 
and Phineas Peters, Brooklyn, who is 
also chairman of the Executive Board 
of Retail Jewelers Associations of 
Greater New York, was selected for the 
office. 

The first day of the convention was 
given over to addresses and organized 
discussions on various branches of. the 
retail jewelry business. The speakers 
were: Miss Albert Brenner, of the Gor- 
ham Co., on “The Romance of Silver’; 
William D. McNeil, past president of 
the association, speaking on behalf of 
the Jewelry Industry Publicity Board; 
Fred V. Cole, editor of THE JEWELERS 
Circutar-KeysTone, whose subject was 
“Some Thoughts on Window Display”; 
Howard L. Beehler, of the Hamilton 
Watch Co., and president of H.1A.; 
Malcolm Campbell, Canandaigua, N. Y.; 
who gave an illustrated lecture on “The 
Scientific Process of Recovering the 
Diamond”; Dr. Edward Wigglesworth, 
C.G., curator of the Boston Society of 
Natural History, whose topic was “Gem- 
ology as Applied to Gem Substitutes.” 

Charles T. Evans, secretary of ANRJA, 
explained the activities of the national 
association. 

The day’s session .concluded with the 
election of officers. The annual banquet 
was held in the evening with approxi- 
mately 200 members and guests in at- 
tendance. A souvenir bottle of perfume 
was given to each lady and many hand- 
some door prizes were distributed. 





OFFICERS ELECTED BY HOROLOGISTS OF NUTMEG STATE 


Everything must be rosy in Connecticut watchmaking circles to judge by the expressions on the 


faces of the new and retiring officers of the 


Connecticut Horological Association, 
U. H. A., which held its annual convention, June 2, at the Hotel Morton, Niantic, Conn. 


affiliate of 
From 


left to right are shown: Anders H. Rosenbeck, New Haven, vice-president; Charles Stiles, Hartford, 


treasurer; Emanuel Seibel, Bridgeport, 


recording secretary; 


Earl Becker, New Haven, retiring 


recording secretary; Charles Stowe, Hartford, president; Col. William Bright, Boston, U.H.A. vice- 


president; Joseph Dahli, Waterbury, retiring 


resident, 


and Theodore W. Bunt, Willimantic, cor- 


responding secretary. The association made plans for a vigorous legislative program for the year, 
so we'll probably be hearing good news for the Nutmeg watchmakers a little later. 
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Hollowware Standards Urged 
At Missouri R.J.A. Convention; 
Phil Dahlmeyer New President 


Cotumsra, Mo.—Missouri R.J.A. con- 
cerned itself with the chaotic condition 
of the diamond market and heard argu- 
ments favoring grading of silverplated 
hollowware as features of the 34th an- 
nual convention which was held here, 
June 16 and 17. 

The grading suggestion came from 
John Buchroeder, Columbia jeweler, who 
recommended that manufacturers follow 
the practice for the convenience of sales- 
men who, he said, waste too much time 
explaining ‘to potential customers that 
the silverplated hollowware is sold on 
the basis of the reputation of manufac- 
turing firms, an explanation which is 
hard to “get over” to unfamiliar lay- 
men. 

The diamond situation was discussed 
by A. F. Ejsenbeiss, of Eisenstadt 
Manufacturing Co. in St. Louis, who 
said that, with the war going as it is, 
the question is not how much higher 
prices will go, but where will be the 
source on smaller goods? 

Among other speakers were Carroll 
C. Seghers, salesman for the Gruen 
Watch Co., who discussed “Salesmanship 
and Mechandising”; E. K. Johnston, 
professor of advertising in the Univer- 
sity of Missouri school of journalism, 
who told methods of “Effective Jewelry 
Advertising”; William G. Fuller, Mer- 
mod, Jaccard & King Jewelry Co., St. 
Louis, “Gems and Their Importance 
in the Jewelry Store”; L. J. Keenan, 
district manager for Hamilton Watch 
Co., “Profits from Turnover Are Those 
That Are Real”; A. I. Bierfreund, su- 
perintendent of Eisenstadt Manufactur- 
ing Co., “Jewelry Repair Problems,” and 
T. L. Combs, Omaha, Neb., “Activities 
of the National Association.” 

The association convened Sunday 
morning, with the program opening with 
golf supervised by “Gus” Halbeck, Kan- 
sas City, and “Bill” Mahne, of St. Louis, 
but a majority of the delegates passed 
the golfing hours in cooler spots. Many 
of the 150 delegates attended the after- 
noon program of. the Missouri Horo- 
logical Association, which included tech- 
nical lectures and motion pictures, and 
nearly all were on hand for the banquet 
which, for a change, featured no speaker, 
as George L. Gayou, executive vice- 
president of the Missouri Retailers As- 
sociation, was unable to be present. 

As a concluding feature, the associa- 
tion named Phil Dahlmeyer, of Jefferson 
City, as president for next year, suc- 
ceeding Fred Pilcher, of Mexico, Mo., 
long-time president. Other officers in- 
clude: Vice-president, John Buch- 
roeder, Columbia; secretary-treasurer, 
Fred Sands, Kansas City, and directors, 
Albert Zucher, Jr., Sedalia; Albin 
Schmidt, Boonville; Walter Jaccard, 
Kansas City; H. A. Peterson, Hannibal; 
William Droston, St. Louis; H. A. 
Koke, St. Louis; Charles Tieman, Cali- 
_ Mo., and Fred Pilcher, Mexico, 

0. 





Prominent L. A. Jeweler Dies 


Los Ancetes—S. D. Seaman, 39, secre- 
tary of Donavan & Seamans, well-known 
local jewelers, died June 2, en route to 
a hospital from a room in a downtown 
hotel room, where he was found in a 
critical condition by friends. Mr. Seaman 
had been nervous and in ill health for 
some time. 
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UNITED HOROLOGICAL OFFICERS FOR 1940-41 TERM 








The officers of the United Horological Associaton elected at its recent convention in Cleveland, 
are, from left to right: Col. William H. Bright, Waltham, Mass., vice-president; J. Phillip Sommer, 
Pittsburgh, president; Orville R. Hagans, 3221 Colfax Ave., Denver, Colo., executive secretary; L. W. 
Heimberger, Columbus, O., treasurer; and executive committemen, Joseph E. Obmann, St. Louis, 
Mo.; Harold Sabro, Portland, Ore.; T. F. Barnes, Grand Rapids, Mich.; B. W. Heald, Milwaukee, 
Wisc., chairman; John DeVogel, Albany, N. Y., and Emanuel Seibel, Bridgeport, Conn. 





Wholesaler-Retailer Fined 
For Contempt of Court in 
Underselling Oneida Silver 


PuiaverpH1a— The Philadelphia 
R.J.A., which only a month ago an- 
nounced a couple of victories in its at- 
tempt to curb cutting of prices under 
the state fair trade act, last month heard 
a $200 fine imposed on a wholesaler-re- 
tailer as a result of evidence it had ob- 
tained. 

The jewelers association became sus- 
picious that Leven & Son (Max R. 
Leven), 8th and Sansom Sts. [listed by 
the Jewelers Board of Trade as Whole- 
saler-Retailers], were cutting prices on 
Oneida products in violation of an in- 
junction imposed on the firm a year and 
a half ago. Shoppers went to work and 
evidence of such activity was passed on 
to the legal department of Oneida Ltd., 
which instituted proceedings. 

Judge Joseph Sloan, of Common Pleas 
Court, imposed a fine of $200 and 
warned Leven that more serious conse- 
quences might follow if the injunction 
were violated again. 

President Ralph Heberman, Phillip 
Kind and Meyer Barr attended the hear- 
ing. Oneida Ltd. had as co-counsel Mar- 
tin M. Reed and Claude C. Smith, of 
Duane, Morris & Heckscher, Philadel- 
phia law firm. 

The association last month petitioned 
in court for permission to change its 
name to the Retail Jewelers’ Association 
of Eastern Pennsylvania. The new name 
is more appropriate since the organiza- 
tion is expanding throughout the East- 
ern section, according to President Hu- 
berman. 


WE'RE MOVING! 


By the time you read this, THe Jew- 
ELERS’ CIRCULAR-KEYSTONE will be estab- 
lished in fine new quarters on the fifth 
floor of the Pershing Square Bldg. Being 
directly opposite the Grand Central 
Terminal, at the cross-roads of the world, 
the new location affords utmost conveni- 
ence to the local trade and out-of-town 
jewelers as well. When you're in town 
for the ANRJA-NACJ Joint Trade Show 
and Convention, or on your way to the 
World’s Fair, drop in and say “Hello.” 

The new address: Pershing Square 
Bldg., 100 E. 42nd St., New York City. 
The telephone: MUrray Hill 5-8600 
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65 Attend 24-Karat Club Outing 


Mamaroneck, N. Y.—Despite heavy 
rain the day before, and threats of more, 
a representative crowd turned out for 
the annual summer outing of the 24- 
Karat Club of New York, June 25. 

Eight foursomes participated in golf 
while the others passed the time away in 
other games until 3 o’clock when the 65 
persons attending lunched. Prizes were 
given as follows: Kicker’s prize, Frank 
S. Demarest; low net score, Alan A. 
Brown; runner-up, DeWitt Brokaw; the 
president’s prize for guessing contest, 
Raymond Mebhrlust, and for other games. 
to James Schulz, Carl Ornstein, Harry 
Bromley and Howard Boynton. 


WANTED: 


Men big enough 
to measure up to 
BIG OPPORTUNITY ! 


HIS advertisement is ad- 

dressed to exceptionally 
able salesmen—who thor- 
oughly know the jewelry 
trade (cash and/or credit) ; 
men of big earning-ability 
—which they can verify. 


If you qualify, please sit 
down and put your entire 
record on paper for us— 
leaving out nothing perti- 
nent. 


This is, for certain excep- 
tional reasons, a brilliant 
opportunity — with practi- 
cally unlimited possibili- 
ties not only for immediate 
income, but also for a sol- 
idly prosperous future — 
with one of the most fa- 
mous, and most successfully 
advertised lines of pens 
and pencils in America. 


ADDRESS: 
Box No. E. 3042 
Care Jewelers’ Circular-Keystone 
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WORLDS GREATEST LIGHTER 


advertises 


nationally 
this month 
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every month! 


Get 
a a 
It Pays 


Write for FREE sales 
RONSON, NEWARK, N. J. 





M@ FOR 


S. 


STONES | | 


SEND TO 


NATHAN & CO. 


CORPORA TED 


71-73 NASSAU STREET 
NEW YORK 


e 
Importers and Cutters of 


...» DIAMONDS 

.. PEARLS 

. . PRECIOUS 

.. SYNTHETIC and 

... IMITATION 
STONES 


* 
CULTURED PEARLS 
ZIRCONS 
STAR SAPPHIRES 


Twelfth St. Jewelry Store, 1082-A Peachtree St., N.E., 





NEW RETAIL JEWELRY ENTERPRISES 








Millard Braun, 16 W. Lexington St., Baltimore, Md......Millard Braun 
Comays, State & Wyman Sts., Rockford, Ill............. 
Concord Jewelry Shop, Concord, N. C.....ccecesccccvces L. A. Hontz 
Duffield Jewelry Store, Fairley Bldg., Greenfield, O...... Dwight N. Duffield 
Victor Baser, Payette, MIss0uri ... 6c ci ttccsccrccwes Victor Esser 
The Geom Bhop, Piacerville, Cal... cnc scccrcovcvesneseses Leo Burger 
Goodfriend Jewelry Co., 218 Main St., Salinas, Cal....... Lester Goodfriend 
Goodman’s Jewelry Store, 19 S. Federal Ave., Mason 
RI caro aubupiarb acene 8 ace vale a esos atte S sien O:oN oi Riolgie ere > J. Goodman 
Harry L. Gross & Bro., 14 Main St., Hempstead, L. L., 
Sh aR ee err eee en may ee ee ey ee Harry L. Gross 
Haas Jewelry Co., 119 W. Main St., Lancaster, Ohio..... Francis Haas 
Herman Bros., Jewelers, 418 S. 8th St., Quincy, Ill....... Wilbert & Charles Herman 
R. R. Humphrey, Burlington, Kansas ..........+....+. t%. R. Humphrey 
Kay Jewelry Co., 408 S. Gay St., Knoxville, Tenn........ 
BB. LaFrance, New Bedford, Mass. ....ccscicsssscccceve FE. LaFrance 
Lloyd’s Jewelry, Inc., Alexandria, Va.........scsseesees 
The Mayflower, 157 Canal St., Ellenville, N. Y.......... Mr. and Mrs. Milton Rothblatt 


Petty Gem Shop, 16 E. 11th St.. Kansas City, Mo........Mr. and Mrs. W. T. Petty 

Press Jewelry Store, 13737 Woodward Ave., Detroit, ‘ 
ee ne ee ee eer ery etre rae ee ey ee Louis Press 

Reed’s Credit Jewelers, 6 Broad St., Red Bank, N. J.....Albert Rediker, Mer. 

Rogers Jewelry Co., Hedde Bldg., Grand Island, Neb.... 


Royal Diamond & Watch Co., 140 Richmond Ave., Port 
Meyer Safrin, Mer. 


PUNO SINS. Es 6 on cae Bere e bos. ow awe wow es 
Lloyd L. Staub. 629 State St., Madison, Wis............ Lloyd L. Staub 
BD. A. Stone, Winthrop, Maine: 222s cccwsasacncvsveces Kk. A. Stone 


Stratford Jewelers, W. Broad St., Statesville, N. C......Aaron Harris, Mer. 


MIN IIR li. alesse terran opie team One eb a he HES Oo aT ore OO F. Arthur Barth 
J. H. Vincent, 118 Market St., Pocomoke City, Md.......J. H. Vincent 


Willis D. Waugh, Durant, OKla. ... ccc cccsescsecsenes Willis D. Waugh 
Weesner’s, Jewelers & Photographers, 116 E. Main St., 

ORNS CMMI Gi ark. 5 0 co asta eis oar Seagate bubs @uR eudLe wm aceaple des H. G. and John Weesner 
Wiltshire Brothers, 104 E. State St., Media, Pa.......... 





MODERNIZATIONS AND REMOVALS 





Barnett & Weiss, Main St., Salt Lake City, 


RNIN seco a once asa al piaw cbs eer aac ule & oie ew se ete New location 
Beck Jewelry & Optical Co., 321 Main St., 
Pe TROG SAWE. nko s cs caine oN was sale es New location 
Ben’s & Co., 520 Fourth St., Sioux City, Ia...Modernized Ben Rosenbloom 
William J. Brosnan, 716 Homewood Ave., 
BG anes de ore ewes be Fine sec @ esis Enlarging William J. Brosnan 
R. W. Chapman & Co., 310 High St., Ports- 
re RS | SI ree a Aner eee NEY ae GES Te Remodeling 
Deutsch-Lowell Co., 1246 Euclid Ave., Cleve- 
SMEDL. 5 Bhi eo ue wauecalaini ee a ate BOs ala ROE New store, Sept. 1 Felix Lowell & Otto 
Deutsch 
LL. J. Wino; Waterville, Maine « ...5:.0is0ss0s Enlarging L. J. Eno 
Julius Goodman & Son, 43 S. Main St., Mem- 
no A a a eas casei ace ae eo .Moving, Sept. 1 
Gordon’s Inc., 580 Pearl St., Beaumont, Texas. Modernized "> Chernikowski, 
Mer. 
Guterman & Cooper, 3 Palisade Ave., Yonkers, 
OR Se nen ree ce eee mE rere mao 
Herbst & Klein, 1035 Chestnut St., Philadel- 
MURR 55s eu eyr wads rw Devoe o aie de Mae awe) § Satigr econ aria. os eo 9 oe 
Phillip O. Hoffer. Fayetteville, N. C......... Remodeling Phillip O. Hotfer 
Paul D. Howell, 145% N. Greenleaf <Ave., 
MN MN, oe chia ere scevcer etek arses ik Bi kne: bie arene New location George B. Miller, Mgr. 
ee L. Hummel, Inc., Lincoln Nat'l Bank vow initia a 
Es, «co ae Bia ies hh eee: eee owe ew ewe be we See py or - 
Al oo ER, 537 Main St., Brawley, Cal....... New location Al Johnson aoe 
Kapelke & Kaufman, Main St., Trinidad, Colo, Modernized gh ge & Tid 
Mactan’s. taynehbure: Vase... 05 665 cae doe ss — new ad- Morris Kastan 
Sidney Kosch, 130 E. Main St., Spartansburg, ee 
BONE to ad otha carcass carers manta tcteataen suai oitcad leceveet Modernizing _ Sidney Kosch 
Lincoff’s Credit Jewelers, Homestead, Pa.... —— I. Lincoff 
Mahncke & Co.. 919 Broadway, Tacoma, Wash,» OCern!zec William G. Mahneke 
Marple’s Jewelry, 228 N. Centre St., Cumber- 
MOMG, DIG 5 og io.o. 606 50 eee see vow eens s Doubled space 
J. MD oe & Co., 28 S. Main St., 
RMNDRNNER TRMINDER 5.6555) ot vecss as: wig esas ep aueies a as ati 
Olsen & Ebann Jewelry Co., Benton iincees amen 
- Mich. eee ee tee ee ett tee ee eee ees Modernized 
tey’s, 20 N. Main St., Greenville, S. C....... Enlarging G. H. Bailes 
Rogers Jewelry Co., 326 W. Western Ave., New glass front Harold A. Silverman 
NN TE. ios iccerencenvaonsasess New location William Pearlman 
Savin Jewelry Co.. 111 S. 8rd St., Hamilton, O.~ 
I. A. Secopinich, 3040 Greenmount Ave., Balti- 
: NUR MNS, aya serait seco hee Meter OS oie Sie Oe New location 
Spencer Jewelry Co., Dayton, Ohio .......... Building new store 
E. Spertner Jewelry Corp., 407% Granby St., 
Se ae re ara eee ene Modernized 
Weber's Jewelry Co., 132 Main St., Lockport, 
N. We.) ois iaieestaislove iawn ESisiereto aise non SEE sta New front Jacob Weber 
Wright Jewelry Shop, Silver Springs, Md.....Modern store R. A. Wright 
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The factory of Walter Lampl will be 
closed from June 29 to July 8, for sum- 
mer vacations. The office and showroom 
will be open as usual. 

Benjamin H. Natchez, comptroller of 
the Finlay Strauss Jewelry Co., has been 
elected secretary-treasurer of the Metro- 

olitan Controllers Association. 

q The Jewelry Designers Guild is plan- 
ning its annual outing to be held Satur- 
day, July 20, at New York City, N. Y. 
There will be prizes for games. 

q I. Stern & Co., Inc., 218 W. 40th St., 
New York, will move on or about July 1, 
to larger and more up-to-date quarters 
in 233 Spring St., Cor. Spring and Varick 
Sts. The new quarters occupy the entire 
8th floor having 23,000 sq. ft. 

Murray Caine, previously a manager 
for the Royal Jewelry store, has taken 
over the Stapleton store of the Rogers 
Square Deal Jewelers at 559 Bay St., 
Stapleton, S. I., N. Y., and will operate 
under the name of the Ace Credit Jew- 
elers Inc. 
qDavid Pfeffer, president of David 
Pfeffer Co., Inc., findings manufacturers 
at 106 Fulton St., accompanied by Mrs. 
Pfeffer left July 1 on a month’s trip to 
California and the west coast, where 
they will enjoy their 25th wedding anni- 

“versary. The factory will be closed July 
1 to 8 for the employees’ vacation. 
qExtensive additions and alterations at 
the New York offices and plant of Handy 
& Harman, 82 Fulton St., to more effi- 
ciently take care of an expanding gold 
and silver business, are nearing comple- 
tion. Added floor space of more than 
4,000 square feet has been occupied at 
the present location. The New York 
plant has the entire first floor of the 
building. Improved receiving and han- 
dling arrangements will also aid in car- 
ing for shipments of sweeps, scrap, old 
gold and other materials. The general 
office and sales department have been 
enlarged and considerable space has been 
given over to the handling of new silver 
business in the industrial field in addi- 
tion to the arts. In recent years a large 
number of industries have become new 
users of silver and particularly silver 
brazing alloys. 

qA Barn Dance and Country Store, con- 
ducted by the New York Jewelers Be- 
nevolent Association, Saturday evening, 
June 22, proved to be the most enjoyable 
ever staged in the association’s history, 
with about 500 persons attending. The 
figure caller’s familiar “Dosey Doe” was 
heard all evening as many joined in the 
square dances. Games were played 
throughout the evening and prizes were 
plentiful, one member and his wife win- 
ning a free week’s vacation in the moun- 
tains. Harry Wittman, chairman, was 
ably assisted by Mr. and Mrs. Joseph 
Goldman, A. Osman, D. Masover, A. 
Kleinman, Adolph Pusrin and Arthur 
Bergman. At its next meeting on July 2, 
a financial secretary will be elected to fill 
the vacancy caused by the sudden death 
on June 10, of Harry Lewis, who served 
faithfully in the office for 21 years. Until 
about seven years ago Mr. Lewis con- 
ducted a retail store at Fordham Rd. and 
Webster Ave., in the Bronx. His brother, 
the late Leopold Lewis, was the founder 
of the association. 
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Reelected officers of the Horological Society 
of New York, are, standing, left to right, J. L. 
Gruener, recording secretary; Henry B. Fried, 
corresponding secretary and F. Knoll, treasurer, 
and seated, Andrew J. Park, president, and 
W. H. Bruhwiler, vice-president. 





Other officers, also reelected, are: Standing, 


. A. Raez, assistant librarian; G. Keneske, 
trustee; A. Frey, librarian; |. Lemer, trustee, and 
J. Losek, H. Morris, Paul Hoffman, Teddy 


Taus and Eugene Stone, executive committeemen. 


q The MHorological Society of New 
York had one of its most enthusias- 


tic and best attended meetings of the 
year on June 4 in its new quarters in the 
Engineers Bldg., 23 W. 39th St... when 
officers were reelected for the year. An- 
drew J. Park, president; Benjamin Me!- 
lenhoff and Paul Hoffman reported on 
the recent convention of the Horological 
Institute of America at Washington. 
There was a moment of silent prayer in 
honor of Major Paul Chamberlain, one 
of the world’s foremost historians and 
authorities on the lever escapement, who 
was a member of the society. Arrange- 
ments for entertaining the New York 
State Horological Association at the 
World’s Fair about Labor Day were dis- 
cussed. New members received were 
Berthold Block, L. A. Cormier, R. H. 
Esslinger, Arthur Lindig and Otto Ross. 
qA picnic for members of the Brooklyn 
R.J.A. and their guests will be held 
sometime this month, at a place to be 
designated by a committee headed by 
Joseph Finkel, of Roy’s Jewelers. At the 
monthly meeting of the association, on 
June 19, Samuel Steiner was elected 
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IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 


CALIBRE 
Work 





87 Nassau St.. N. Y. BArclay 7-7245 














Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 


| 71-73 Nassau Street, New York 
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third vice-president, a newly-created | 


office. 

q Robert W. Schick, secretary-treasurer, 
of Harry C. Schick, Inc., joined the 
ranks of the benedicts on June 22, when 
he married Miss Kay Schilling, of 
Orange, N. J. The ceremony took place 
in the Hillside Church, Orange, and af- 
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Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 





eContracts Receipt Books, etc. 
Samples Sent FREE 











ENCRUSTERS 
STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. ¥. 


Whitelaw Brothers 
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48 West 48th St., New York, N. Y. 











BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 








SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








Grarr, WasHBOURNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 























Cultured Pearl Necklaces 


STAR SAPPHIRES 
STAR RUBIES, ZIRCONS 


Reasonably priced. Inquiries receive prompt at- 
tention. 


FRIEDMAN GEM CO., INC. 
71 Nassau S#. New York, N. Y. 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 

















DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since I9II. 


Fred. F. Schwartz 
| West 47 St. N.Y. C. 
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“JADE” 
“The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS CO, 


20 West 47th St. New York 











BRONZE SIGNS—LETTERS 
TO MODERNIZE YOUR STORE 
Write for Catalogues and 


helpful FREE DRAWINGS 


U. S. BRONZE SIGN CO., Inc. 
574 BROADWAY + NEW YORK CITY 








ter a honeymoon in Sea Island, Ga., the 
happy couple will make their home in 
Madison, N. J. Mr. Schick is a member 
of the Twenty-Four Karat Club, and one 
of the youngest executives in the jewelry 
business. 

qThe costume jewelry trade’s contribu- 
tion to the current campaign of the 
Greater New York fund has exceeded 
last year’s gift by more than twenty-five 
percent. The major contributions were: 
Cohn & Rosenberger, $2,500; Monet 
Jewelers, $1,000; Joseph H. Meyer Bros., 
$500; D. Lisner & Co., $400; Trufari, 
Krussman & Fishell, Inc., $200; Albert 
Mfg. Co., $150; Nat Levy-Urie Mandel 
Corp., $130, and Heller-Deltah Co. and 
Mazer Bros., $100 each. 

q Interest is now running high among the 
younger men in eight local wholesaling 
and manufacturing concerns which are 
represented in a Jewelers Softball 
league. A. Cohen & Sons Corp. with a 
perfect record of seven wins are in top 
position, closely followed by the team of 
Katz & Ogush, which dropped one game 
and that to Bulova Watch Co., which is 
right up among the leaders. Other teams 
represent Aisenstein & Woronock & 
Sons, L. Luria & Son, Goldfarb Novelty 
Co., Jacob Cohen & Sons Jewelry Co., 
and Cohn & Rosenberger. The league 
was organized about two months ago by 
Melvin Cohen of A. Cohen & Sons, and 
games are played every Saturday after- 
noon in Central Park. One of the most 
interesting of recent games was one 
which Bulova won from J. Cohen & Sons 
that resolved into a pitcher’s duel, with 
the watchmakers winning by a 14 to 12 
score. Home runs were hit by Bulova’s 
pitcher, Abe Berger and Milton Schlack- 
man. Outstanding plays were made by 
Jack Arum, at first base for Bulova, and 
Charlie Logan, who looked like Joe Di- 
Maggio going after a fly. 





Abraham Shiman 50 Years in Trade 


q Abraham Shiman, president of Shiman 
Mfg. Co., Inc., this month is celebrating 
his 50th year in the jewelry industry. 
He was born in Syracuse, N. Y., on 
Thanksgiving Day, 1876. Shortly there- 
after his family moved to New York, 
where, at the age of 13, he entered the 
jewelry business with Jacob Strauss & 
Co., wholesalers. 

In 1895 he joined his brothers, David 
and Nathan, in the new firm of Shiman 
Brothers & Co., at 39 Maiden Lane. 
Later they moved to 12 Maiden Lane. 
In 1905 Mr. Shiman, with Simon Miller, 
began the manufacture of gold jewelry 
at 144 Maiden Lane, the firm name be- 
ing Shiman-Miller Mfg. Co., and they 
shared the offices of Shiman Brothers, 
who were then at 87 Maiden Lane. 

One year later Shiman-Miller Mfg. 
Co. moved to Newark at 391 Mulberry 
St., in which city they have since been 
located. In 1925 Mr. Miller withdrew 
from the firm and the name was changed 
to the Shiman Manufacturing Co., Inc. 
Abraham Shiman is still president of 
this firm, which manufactures a large 
and varied line of gold jewelry and 
rings. His sons, Daniel and Leonard 
Shiman, are associated with him. 

Mr. Shiman through all his career has 
been active in all activities of the trade, 
and he is at present a member of the 
Jewelers’ Vigilance Committee and the 
24-Karat Club, and in every activity 
which interests itself in the welfare of 
the jewelry industry. 
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OBITUARIES 


JosepH D. ALexanper, 51, jew 
salesman, died June 3 at his aa 
Tulsa, Okla. 


Georce Axcie, 56, San Francisco map. 
ager for E. W. Reynolds Co. for the 
past five years, died May 23. He served 
in the jewelry trade all of his business 
life. Surviving is his widow, a son, John 
Algie; two brothers and a sister. 

Davin Baskin, 65, founder and presi- 
dent of Baskin Brothers, Inc., New 
York ring makers, died at Mt. Sinaj 
Hospital, New York, May 24, after an 
operation. He was active in the pro- 
duction end of the business from the 
time he started it in 1896 until 10 days 
before his death. His brother, Harris 
Baskin, and his son, Herman L. Baskin 
are continuing the business. Other sur. 
vivors are his widow, a son, Herbert x. 
and three daughters. A number of lead- 
ing manufacturers served their appren- 
ticeship under Mr. Baskin. 


Henry Betais, 81, of the old New 
York firm of H. & E. O. Belais, for many 
years leading manufacturers of platinum 
jewelers, died June 1 at his home, 219 
W. 8list St., New York. A brother, the 
late David Belais, pioneered with white 
gold, jewelry. A descendant of the De- 
Sola family, one of the oldest Jewish 
families of the city, the deceased was for 
40 years a trustee of the Spanish and 
Portuguese Synagogue, and was head of 
its religious school. 


Mark S. Bower, 76, jeweler in Tulsa, 


Okla., from 1918 until his retirement in 
1932, died June 6. 


Masor Paut M. CHamBer.ain, 75, in- 
ternationally known horologist and col- 
lector of watches, died May 27 at his 
home in Keene, N. Y., after an illness of 
several months. Horology was an avo- 
cation of Major Chamberlain, who was 
professionally a mechanical engineer. He 
graduated from Michigan Agricultural 
College and got an M.E. degree from 
Cornell in 1890. He served in respon- 
sible posts with numerous large indus- 
trial concerns and was also a professor 
in engineering and allied sciences. He 
was commissioned a major in the Army 
Ordnance Reserve Corps in 1917 and 
held a number of responsible wartime 
posts. 

His collection of some 1500 watches 
was one of the world’s largest, finest and 
most expensive. He was an authority on 
timepieces, their history and construc- 
tion. He invented machinery for the 
construction and improvement of 
watches and clocks, made a 40-year 
study of them and had, himself, made 
timepieces. He was the author of mono- 
graphs on timepieces and their history. 








LADIES’ PLATINUM MOUNTINGS 
Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 


Gents Gypsy Rings in Plat. and 
Gold for Stars or Diamonds 


JOSEPH A. RICH 
Mfrs. of Platinum & Gold Jewelry 





62 W. 47th St. New York City 
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Specializing Traveling and Boudoir Clocks 


Also complete Leather Case Service 
110 West 40th St. * New York 
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OBITUARIES 


His researches in watchmaking and 
watch history, as well as his collecting, 
took him to England, France, Switzer- 
land, Germany and all parts of this 
on CHRISTENSEN, 63, manufac- 
turing jeweler of Salt Lake City for 
many years, was instantly killed under 
the wheels of a loaded gasoline truck. 
He came here from Germany as a boy. 

Arruur Exus, 45, watchmaker at Bir- 
mingham, Ala., for 30 years, died June 
3 at Veterans Hospital, ‘Tuscaloosa, 
Ala., after an illness of several months. 
He was watch inspector for the Frisco 
lines and Southern Railway. 

Georce F. Frazer, jeweler at Conflu- 
ence, Pa., who was the oldest watch in- 
spector of the Baltimore and Ohio R.R., 
died May 15 after a heart attack. He 
was in business since 1904. He is sur- 
vived by his widow and a son, Floyd R. 
Frazee, jeweler of Keyser and Parkers- 
burg, W. Va. 

Eart R. Georcr, 50, associated with 
the Plumb Jewelry Store, and for the 
past nine years with S. Joseph & Sons 
in Des Moines, Iowa, died unexpectedly 
June 3 at a lake where he had been in- 
tending to spend the summer. An expert 
on gems, he was a registered jeweler of 
the Gemological Institute of America. 

M. R. Grsson, 74, a jeweler in Jack- 
son, Tenn., for 25 years, died June 5. 

Herman GOoLpsTEIN, 43, independent 
jewelry salesman, died June 6 at his 
home in Memphis, Tenn., from a heart 
attack. He spent most of his life in 
Chicago until four years ago. 

Epwarp V. Goopman, 73, died of a 
heart ailment May 18 after spending the 
day as usual in his watch repair shop in 
Bexley, a suburb of Columbus, Ohio. In 
his younger days he had been connected 
with the Waltham Watch Co. for 17 
years, both as a factory watchmaker 
and traveling missionary. When _ the 
Japanese started a watch factory he was 
selected as instructor. Later he was head 
watchmaker for the Hixson Jewelry Co., 
El Paso, Tex.; Hugh Connelly, Detroit, 
and the Mahan Jewelry Co., Colorado 
Springs, Colo. 

New Goopman, 50, advertising direc- 
tor of Perel & Lowenstein, Memphis, 
Tenn., jewelers, died suddenly from a 
stroke at his home on June 17. He was 
the son of the late Marcus Goodman, 

DO YOU 


WANT More Power? 
Sandsteel Mainsprings 


have 20 to 30 percent 
more power because they 


are CROSSCURVED. 
Supplied oa tthe of watches 
Write for catalog number 10 


Watch-Motor Mainspring Company Inc. 
145 HUDSON ST., NEW YORK 





















DIAMOND WEDDING RINGS 
Channel © Fishtail © Love Rings 


Genuine and Synthetic Colored Stone Rings 


MEMORANDUMS GLADLY FILLED 
Surerion Wevoinc Bano Co. Inc. 


71 Nassau St.. New York Tel. COrt. 7-9263 
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who long was a member of Goodman and 
Back. He loved outdoor life and had 
about a dozen cruise boats on the gulf. 
His widow, a son, two daughters and 
three brothers survive. 

Wim W. Hamittron, 79, Denver, 
Colo., wholesale jeweler for half a cen- 
tury, died May 20. 

Mr. anp Mrs. Wint1am M. Herrmann, 
jeweler and his wife of Mount Vernon, 
Ind, died as a result of a Decoration 
Day automobile accident. Mr. Herr- 
mann is survived by a brother, Paul A. 
Herrmann, of Jasper, Ind., who is ex- 
pected to continue the jewelry store. 

Daniet E. Hesserporu, 84, believed 
to have been the oldest man at a jewel- 
er’s bench in Philadelphia, died May 22. 
He was employed by James W. Beath. 

Gusrave Hvesner, 80, who learned 
watchmaking in Germany and came to 
Memphis, Tenn., more than 50 years ago 
to start his business, died June 6. He 
was a scholar, conversant with Latin 
and Greek, and was a broad reader, and 
loved outdoor life. 

Samvuet Kramer, 76, until three years 
ago active in the firm of Kramer & 
Bick, New York manufacturing jewel- 
ers, died May 27. His entire business life 
was spent in the wholesale and manu- 
facturing trade, and he will be remem- 
bered by retail firms in the East and 
Middle West which he once contacted. 

R. H. Lake, 70, jeweler of Yreka, 
Cal., died June 4 after a short illness. 

A. E. Macvuen, 61, a familiar figure in 
Boston’s jewelry trade, died suddenly 
of a heart attack at his home in Bed- 
ford, Mass., June 9. For several years 
he had been head watchmaker for the 
Thomas Long Co. 

SAMUEL Mazur, formerly superinten- 
dent of the Session Clock Co., Forest- 
ville, Conn., who was forced to give up 
the position because of illness, died June 
1 in Buffalo, N. Y., General Hospital. 
Mr. Mazur came here from Russia at the 
age of 27. He was the inventor of clock 
chimes and held other patents pertaining 
to watches. 

Louis S. Norpiincer, 65, a native son 
of Los Angeles, died June 7. He was 
a partner in the high-grade retail jew- 
elry business of Simon Nordlinger & 
Sons until that business was sold to 
Brock and Co., in June, 1923. Philan- 
thropic affairs took the greater part of 
his time on his retirement from business. 

Mrs. Grapys Parsons (nee Gladys 
Smith), head of the diamond department 
of Benjamin & Edward J. Gross Co., 
Inc., died at her home in New York 
June 10. Intimately known in the trade 
as “Smitty,” Mrs. Parsons was associ- 
ated with the firm for over 20 years and 
was recognized as one of the outstanding 
women in the diamond trade. Before 
coming to New York she had been asso- 
ciated with D. C. Percival & Co. and 
Edmund W. Kirby in Boston. A daugh- 
ter, Constance, is a student at North 
Carolina University. 

Grorce W. Saunners, 69, for 40 years 
an employee of the Smith, Patterson 
Co., Boston, died June 11. He was born 
in England. 

DanieEt Smito, 74, co-founder and di- 
rector of Daniel Smilo & Sons, Inc., New 
York wholesalers of costume jewelry, 
died on May 17. 

Joun R. Woon1tt, 60, jeweler at 665 
Fifth Ave., New York, died June 2 at 
his home at Elmhurst, L. I., N. Y. He 
went to work as a boy for the old 
jewelry firm of Howard & Co. 


83 





DTN ES 
REFINISHED 


scrrrTr 
ne -— 


WATCH, 





WRITE FOR 
REVISED 
PRICE LIST 


24 HOUR 
SERVICE 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 





GOLD 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 
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"The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


87 NASSAU ST., NEW YORK, N. Y¥. 














WATCH REPAIRING for the TRADE 
Specializing in 
Chronographs—Repeaters—Timers 
Write for Price List 


Exchange Watch Repair Co. 
155 Canal St. Room 13 New York. N. Y. 
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EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, 
Flat, Breguet and non-magnetic Hair- 
springs 24 Hour Service 











A trial order will convince you of our 
Quality work. 


UPTOWN HAIRSPRING SERVICE 
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BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street « Philadelphia 












BOWMAN 


Technical School 
M Courses for Success for 


Watchmakers 
Engravers, Jewelers 


=< JOHN J. BOWMAN, Director 


Bowman Bidg., Lancaster, Pa. 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


SS Broad and Somerset Streets 
P —_— PHILADELPHIA, PA. 

















EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD—SILVER—PLATINUM 
713 SANSOM ST. PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 


Z'RNKILTON 


CREATORS OF ARTISTIC 
IRIDIUM PLATINUM MOUNTINGS 


HAND-MADE 
F. X. ZIRNKILTON 2!4,2,(274.8T- 


PHILADELPHIA 














SAVE ON 
Swiss and American 


GENUINE WATCH MATERIALS 


LOWEST PRICES & 
PROMPT SERVICE 


WRITE FOR CATALOG . 
CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 

134 S. 8th Street Philadelphia, Pa. 











KLGIN & BELMAR 


WATCHES 


LOUIS SICKLES 


1015 Chestnut St., Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade” 





| q Irving Hoffman, watchmaker, has 
moved from 802'4% Sansom St., to Jack 
Kellmer, Inc., 706 Sansom St. 

q Nathan Cooper, of Cooper Bros., 711 
Sansom St., was to leave June 25 for a 
week’s business trip to Norfolk, Va. 

q William C. Williams, formerly asso- 
ciated with William S. Waples, 727 San- 
som St., left June 14 for his summer 
home at Avalon, N. J. 

q Joseph B. Bechtel, of Joseph B. Bech- 
tel & Co., 729 Sansom St., was among 
Philadelphians attending the wholesale 
jewelers’ convention in Chicago. 

q Painters last month renovated the ex- 
terior of the Hillas Bldg., 7th and San- 
som Sts. Schwartz & Colgan, 704 San- 
som St., had the interior of their quar- 
ters repainted in June. 

q Isaac Shifren, of 734 Sansom St., and 
Mrs. Shifren left June 23 to spend the 
summer at Ventnor, N. J. Arnold Gor- 
don, of 726 Sansom St., left June 15 for 
a vacation at Atlantic City, N. J. 

q The Empire Smelting Co., for many 
years located at 713 Sansom St., moved 
into new quarters at 718 Sansom St., 
June 19. A modern front and an inte- 
rior of latest design are among features 
of the new quarters. 

q Educational lectures of the Philadel- 
phia Horological Guild will be continued 
twice monthly through the summer 
months at the Franklin Institute. ‘The 
last regular business meeting of the 
Guild until fall was held June 4. 

q Sigmund Wilson, son of Edward G. 
Wilson, 132 S. 8th St., was married June 
9 to Miss Anna Treadwell, of Philadel- 
phia, at the Stephen Girard Hotel. After 
a two weeks’ wedding trip through New 
England the couple were to return to 
Philadelphia to make their home. 

q Sixteen members of the sales staff of 
S. Kind & Sons, Broad and Chestnut 
Sts., were guests of Philip Kind, secre- 
tary of the firm, June 11, at the latter’s 
annual Patek Philippe watch dinner at 
Bookbinder’s. The diners then went to 
Shibe Park to watch a night baseball 
game between Chicago and the Philadel- 
phia Athletics. 

q Sansom Street, between 7th and 8th, 
was decorated elaborately from June 17 
through the Republican national conven- 
tion which opened in Philadelphia June 
24. Jewelers and other businessmen on 
Philadelphia’s “Maiden Lane” cooper- 
ated by festooning their buildings and 
store fronts with flags, bunting and ban- 
ners welcoming the GOP delegates. 














q The Philadelphia Horological Guild is 
planning to make a bid for the 1941 
convention of the United Horological 
Guild of Pennsylvania, Robert J. Mc- 
Conway, local president, announced last 
month. The Philadelphia bid will be 
based on the fact that this city offers 
the support of a strong local chapter 
which can undertake convention arrange- 
ments, Mr. McConway said. 

q Meyer Barr was appointed chairman 
for a dinner and dance to be held by 
the Philadelphia R. J. A. at the War- 
wick Hotel in October. Mr. Barr and 
Philip Kind, Jr., secretary of the asso- 
ciation, represented the group at the 
Pennsylvania R. J. A. convention in 
Lancaster, June 18, where Mr. Huber- 
man had been scheduled to speak. Mr. 
Barr, the association’s legal chairman, 
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explained the R. J. A.’s war against 
Philadelphia price violators. 

q Jay Spiegelman, son of John Spiegel. 
man, 721 Sansom St., was graduated 
from Temple University Medical Schoo} 
in June and began his interneship at Mt. 
Sinai Hospital. A. Sybil Berkovit, 
daughter of K. Berkovitz, 720 Sansom 
St., was graduated from Temple Uni- 
versity Teachers’ College June 13. Rudy 
De Stefano, son of F. De Stefano, Nor. 
ristown jeweler and a graduate of the 
Temple Law School, passed his bar ex- 
aminations last month and expects to 
begin practice in Norristown. 

q With 116 paid members, the Sansom 
Street Business Men’s Association last 
month had the greatest membership in 
its history, according to an announce- 
ment by Samuel Lashof, newly-reelected 
president. Mr. Lashof said the member- 
ship up to several years ago averaged 
between 50 and 60 but that a “demo- 
cratic” policy of graduated dues for dif- 
ferent members had_ resulted in_ the 
marked increase of the organization’s 
rolls. Directors of the association were 
scheduled to meet June 25 to discuss a 
picnic for the membership at the Mel- 
rose Country Club sometime in July. 

q Salesmen and members of the Staff of 
Bailey, Banks & Biddle, 1218 Chestnut 
St., were entertained June 14 at the 
Gwynedd Valley home of Jack Haines, 
Philadelphia advertising man. A _base- 
ball game, picnic supper, ping pong and 
billiards were enjoyed. ‘The guests pre- 
sented Mrs. J. B. Haines, Mr. Haines’ 
mother, with a crystal vase. The annual 
shad dinner of Bailey, Banks & Biddle 
senior employes was held May 17 at 
the Mohican Club on the Delaware. Sev- 
enteen were present. Arrangements were 
made by E. C. MacDowell. A “cham- 
pionship” quoit match between Clarence 
Smith and Harvey Lippincott and Wal- 
ter Rice and Joseph Fulcoly ended in 
a tie. 


Imports During April 


Article Number Value 
Watckes and watch- . 

movements .......+-- 222,746 $634,607 
Watch parts ........06 seoves 75,083 
Clocks and clock move- 

aante paepinnees Kee 420 6,112 
Diamonds— 

‘ah, WUE is ch 0 as 7,474 cts. 539,090 

Cut, WHEE occ c cee 32,963 cts. 2,423,125 
Pearls-— 

NN Re ee 24,145 

Cultured or cultivated ...... 21,418 
Other precious and semi- 

precious stones 

BOUGh, UNCUE 2 i esc.  ceeees 21,585 

UE INS elas Sie ieee — cranes 210,436 











ATTENTION! 
Watchmakers - Watchmaker Jewelers 


The Horological Ass’n of Pennsylvania, Inc., 
would like to procure the name and address 
of every Craftsman in Pennsylvania. 


WOULD YOU SPEND A PENNY? 


Buy a government post card, place 
your name and address on it, and 
mail to 


J. P. SOMMER, State Secretary 
1524 Beaver Avenue (12) 
Pittsburgh, Pa. 


It will only cost you a Penny—would you advise if 
you are willing to become a member at this time, 
or to serve your government in time of National De- 
fense, as a Craftsman. 
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Work on a new addition to the factory 
of the Sweet Manufacturing Co., Attle- 
boro, jewelry manufacturers, is going 
forward rapidly and prospects are that 
the space will be ready for occupancy 
by mid-summer. 

q Louis M. Halon, tormer manager of 
the Kay Jewelry Co. Providence store, 
has been named manager of the Wal- 
tham, Mass., store. Ernest Bourne is in 
charge of the floor at the Providence 
store. 

q Payrolls in the jewelry and silverware 
industry of Rhode Island during the 
month of May were reported at $1,111,- 
230, a decline of 2 per cent from the 
level in the preceding month and an in- 
crease of 8.7 per cent when compared 
with the May, 1939, figure. 

q George C. Mendell, formerly a resi- 
dent of Providence and Attleboro, and 
well known as a_ jewelry salesman 
throughout New England, died suddenly 
May 31. Mr. Mendell collapsed as he 
was leaving his office in Amsterdam, 
N. Y., where he had lived for the past 
10 years. 

q The Superb Case Co., 50 Tobey St., 
has been incorporated here for the man- 
ufacture of compacts, cigarette cases 
and metal specialties. Joseph Lavon, 
formerly general manager of the Alwyn 
Case Co., will be treasurer and general 
manager of the new concern. The com- 
pany plans to employ between 100 and 
150 persons. Maurice Horowitz has been 
named president. 

q Edward O. Otis, Jr., executive secre- 
tary of the New England Manufactur- 
ing Jewelers’ and Silversmiths’ Associa- 
tion, Inc., made the presentation of a 
number of awards given by the associa- 
tion and others, for jewelry designs and 
skills, at the commencement exercises of 
the Rhode Island School of Design, on 
May 29. The speaker of the occasion 
was Gov. William H. Vanderbilt. 


Manufacturers Play Golf 


q Approximately 75 members and guests 
of the New England Manufacturing 
Jewelers Golf Association took part in 
the semi-annual tournament of that or- 
ganization at Metacomet Country Club. 
After the completion of the golf matches 
members enjoyed a banquet at the club 
house during which prizes were awarded. 
There was also group singing and an en- 
tertainment program.: Jack Shabeck, of 
the John C. L. Shabeck Co., had the best 
gross score in Class A and was closely 
followed by Sam Hamin, of Thos. L. 
McGrath Co. In Class B, Fred Dono- 
van, of Edward N. Cook Plate Co., had 
best gross score. Class C was headed by 
W. J. Riley, of Evans Case Co. and run- 
ner up was H. N. Sweet of the Sweet 
Mfg. Co., Attleboro. 











PEARLS FIT FOR A QUEEN... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 


Imperial Pearl Syndicate 


607 Fifth Ave. New York 
5 No. Wabash Ave. Chicago 
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Manufacturers Confident 
Despite Colored Stone Dearth 


ProvineNce—Notwithstanding — several 
disturbing factors jewelry manufactur- 
ers in this manufacturing district feel 
that the industry’s prospects are bright 
for the remainder of the year, barring 
unforeseen developments as a result of 
the war and our own armament program. 

The situation in artificial stones which 
has been approaching a critical point in 
recent months has, of course, become 
worse since the German invasion of the 
lowland countries and France. Since 
most of the synthetic stones used in the 
jewelry industry here have come from 
Czechoslovakia and France in the past, 
closing of those sources of supyly to the 
American industry has made the impor- 
tation of stones virtually impossible. 

When Germany took over the former 
Czechoslovakian territory, jewelry mak- 
ers were forced to rely on stones from 
France and other sections of Europe and 
shipments became more and more infre- 
quent. With the constantly diminishing 
supply, prices took an almost vertical 
rise and, when obtainable, presented a 
pricing problem to the makers of the 
lower priced items. 

A large quantity of semi-precious 
stones, awaited anxiously by New En- 
gland jewelry manufacturers, was caught 
in the crossfire when parachute troops 
invaded Rotterdam on May 14. The 
manufacturers had hoped that the stones 
would be available here for the coming 
season but have now virtually abandoned 
hope. Permission for the passage of 
these shipments had been obtained when 
the lowland invasion started and what 
has happened to those stones since that 
time is anybody’s guess. 

At the present time there are moder- 
ate supplies of stones in the hands of 
manufacturers and stone dealers but 
there are severe shortages of some of the 
more popular types and sizes. It is said 
that where possible local manufacturers 
have gone through a swapping process 
whereby those with surplus stones in un- 
wanted lines would exchange them for 
stones held and not wanted by other 
manufacturers, with the result that a 
part of the demand for the coming 
jewelry season has been met. 

Another problem facing the industry 
is that of filling demand during the fall 
peak period, in view of the fact that the 
regular work week under the wages and 
hours law drops from 42 to 40 hours. 

This year, the problem may be less 
acute, spokesmen for the trade say, be- 
cause some of the wholesalers have al- 
ready shown a desire to place orders 
earlier than usual. 

Some quarters in the jewelry indus- 
try express the fear that tool makers 
may be lost to other industries and to 
the government in view of the move to 
step up production of armaments. At 
the same time jewelry manufacturers 
and findings concerns expect that they 
will be in line for some of the govern- 
ment’s armament business in that their 
plants, equipment and labor are highly 
suitable for certain types of small de- 
tailed items needed in the armament 
program. 
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Be sure to see 
historic Phila- 
delphia — stay 


at the Bellevue 
—one of the 
few world fa- 
mous hotels in 
The 
Bellevue IS 
Philadelphia. 


Reasonable Rates. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 
CLAUDE H. BENNETT, General Manager 


America. 
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REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S$. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 











HOLLOWWARE—FLATWARE 


REPLATED — REPAIRED 
ENGRAVINGS REMOVED 
A Finer Grade of Work by Experienced Craftsmen 


SYRACUSE SILVER COMPANY 
Silversmiths & Platers 
107 N. FRANKLIN ST., SYRACUSE, N. Y. 
All Mail Answered Same Day 
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ANNOUNCING 
the NEW 


ENGEL LINE!! 





Complete, easy to sell, the 
best merchandise from the 
leading manufacturers. With 
the Engel Line you can con- 
fidently tackle Fall business 
and be sure that the big ones 
won't get away. 
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q L. B. Rooke, a jeweler of Norfolk, 
Va., is back behind the counter, having 
fully recovered following an operation. 
q Kibler Dent, of Columbia, S. C., was 
a recent visitor in the Baltimore mar- 
ket, being accompanied by Mrs. Dent. 

4q Gilbert Withers, proprietor of the 
Withers Gem and Mining Co., in the 
Peachtree Arcade Bldg., has returned 
from a two weeks’ vacation in Florida, 
where he went to recuperate from a re- 
cent illness. 

q Jimmy Miller has been added to the 
sales force of the Macon, Ga., store of 
Friedman’s, Jewelers, replacing Auren 
Stanford, who has been transferred to 
Thomaston, Ga., as manager of the 
Friedman’s store in that city. 

q Herman F. Linder, Atlanta manufac- 
turing jeweler, has moved from the sec- 
ond floor quarters which the firm has 
occupied in the Five Plaza Way Bldg. 
for the past 16 years to a similar loca- 
tion on the third floor directly across 
the hall from Ewing Bros., wholesale 
jewelers. 

q George M. Rhodes, formerly of the 
Bowen Jewelry Co., Lynchburg, Va., 
has acquired the jewelry store of Henry 





| 


L. Lang & Co., oldest business firm in 
Staunton, Va. The sale was in accord. 
ance with the will of the late Mr. Lan 
who was in the trade for 52 years, : 
q Fred Kohner, of the wholesale firm of 
Max Kohner, 23 W. Baltimore St., Ba). 
timore, visited the New York market 
the first week in June and added largely 
to the stock of the house. Mr. Kohner 
reports that business of late has shown 
an increase over the corresponding pe. 
riod of last year. 

q The South Baltimore Jewelers team, 
with a substantial lead over the S. & N, 
Katz team, which finished second, won 
the championship of the Baltimore 
Jewelers Bowling League, which wound 
up the season at the end of May with a 
banquet at the Emerson Hotel. The 
final standings of the teams were: South 
Baltimore Jewelers, won 82 and lost 17; 
S. & N. Katz, 72 and 26; Stieff Co., 72 
and 27; H. J. Schwarz, 67 and 32; M. 
Greenebaum & Sons, 52 and 44; Lakein 
Jewelry Co., 40 and 59; New City Opti- 
cal, 38 and 58; Kaplan’s, 28 and 71, and 
J. Engel & Co., 25 and 71. H. Gerahty 
had the individual high of 168 for one 
game and also the high three-game total 
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LOST A DIAMOND WHICH HE HAD KEPT 









3, ALBERT BARKER OF <AMDEN,N.J,, 


UNDER A PILLOW. IN 1884 HE DEVELOPEDA 

COUGH WHICH LASTED 26 YEARS. /N 19/0 

HE FAILED IN BUSINESS. THAT YEAR A 

DOCTOR DISCOVERED THE CAUSE OF THE 

COUGH WAS THE LOST DIAMOND, WHICH 

WAS LODGED BACK OF HIS LEFT TONSIL. 
/T WAS WORTH #1000... 








86 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1940 











- 


CS Sl a. 6S ae 








of 404. The S. & N. Katz quintet had a 
team high of 645 and likewise the three- 
game high of 1799. Jack Michaelson had 
the highest average with 115.45 for 99 
ames. 

The auto trailer of J. Engel & Co., 
Baltimore wholesalers, which is stocked 
with a great variety of jewelry and 
related articles, was sent out on its 
seasonal trip through the South in June, 
in charge of S. S. Strouse and his as- 
sistant, I. Hammen. ol 
4 Through the alertness of a taxi driver 
who saw a man Slinking in the doorway 
of Naddeo Bros.’ store, 3221 Eastern 
Ave., Baltimore, in the early morning of 
June 17, a window-smasher was arrested 
and the loot, valued at $2,178, was re- 
covered. Police found the jewelry in a 
trash can and found the thief hiding 
under an auto in a garage. 

q Despite the depressing news from 
abroad, a number of Baltimore jewelers 
announce an improvement in_ business. 
According to S. Frank Pearson, presi- 
dent of the James R. Arminger Co., his 
firm’s gain is not confined to one line, 
but in virtually all lines, with diamonds 
especially strong. A similar report is 
made by C. Howard Millikin, president 
of the Hennegan-Bates Co. 

qSamuel Kirk & Sons, Baltimore, silver- 
smithing company which can look back 
over a history of more than a century 
has given out a contract for additions 
and alterations to its factory on Kirk 
Ave. and 25th St., at an estimated outlay 
of $15,000. The establishment is one of 
the most prominent in Baltimore and the 
improvements are designed to promote 
efficiency. 


Resort Store 50 Years Old 


Artantic Crry, N. J.—An attractive 
eight-page supplement of the Press, of 
Sunday, June 2, reviewed in detail the 
50 years of Friedeberg’s, local jewelry 
firm, which last month began its golden 
anniversary event. 

The establishment was started down 
the street from its present location at 
1532 Atlantic Ave., in a modest little 
store, by Morris Friedeberg. The busi- 
ness grew and remained in Mr. Friede- 
berg’s direction until 1919, when his 
widow conducted it until 1923, when Max 
Gelula, of New York bought the busi- 
ness but continued the same name. At 
the time Mr. Gelula operated a store at 
Broadway and 42nd St., in Manhattan, 
and had a branch store in Asheville, 
N. C. Upon the death of Mr. Gelula in 
1938, his widow, who had been closely 
associated with the business took up the 
managerial reins, and is now ably sup- 
ported by her two sons, Dr. Lester D. 
Gelula, head of the optometric depart- 
ment, and Henry C. Gelula. The latter 
is the faithful secretary of the New Jer- 
sey R.J.A. 
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BABY SHOES METALIZED 


Finest work—Guaranteed. Retail prices, Bronze, 
$2.50; Silver, $3.50; Gold, $4.50. Prompt delivery. 
Samples furnished. 


ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 
Silversmiths and platers 


Est. 1921. Formerly with Shreve Co, and the 
Gorham Co. 
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Heartiest Congratulations, Gus! 


Ortanno, Fra.—Gus Lawton, reputed 
to be “the most beloved man in the jewel- 
ry business in Florida,” was tendered a 
birthday party by 12 couples, associated 
in one way or another with the jewelry 
trade, on May 31, on the occasion of his 
50th birthday anniversary. “Gus” is sec- 
retary of the Florida R. J. A. The 
party, in the nature of a barbecue, had 
an ample supply of refreshments to whet 
the appetite and wash down the food. 





New York Gem Dealers Escape 
Invading Hordes By Narrow Margins 


Stories of hair-raising escapes by New 
York gem dealers who were caught in 
Europe by the Nazi blitzkrieg have be- 
gun to filter back to this country. Re- 
ports of two such adventures have 
reached us within the past few days 
and undoubtedly many more will follow, 
as others return to the United States 
or are able to resume communications 
with their American headquarters. 

Irving Koenig, of the diamond-import- 
ing firm of Max Koenig & Sons, was in 
Brussels when that city was bombed by 
German airmen on May 10, and was an 
eye-witness to the havoc and terror 
wrought by Nazi bombs. 

Koenig had just completed a deal for 
a quantity of diamonds which were still 
in Antwerp when the raids began and 
was determined to take a chance of go- 
ing to that city to get his goods before 
attempting to escape. Six hours were 
required to make the 35-mile trip with 
the crowded train being halted innumer- 
able times as air raid warnings sounded, 
but luckily no hits were made on either 
train or tracks. After obtaining the 
shipment of diamonds, Koenig returned 
to Brussels, where he spent three more 
days winding up his business affairs in 
that city and trying to get transporta- 
tion. Finally he secured passage on a 
train bound in the general direction of 
France. Trains were being run without 
a pretense at schedule and by make- 
shift routes to avoid both the oncoming 
invasion and operations of the defending 
Allies, and in the course of that short 
journey to Paris, Koenig was obliged to 
change trains six times and make many 
lengthy detours. From Paris, he suc- 
ceeded in making his way to Lisbon, a 
journey that required three days and 
nights, and from there was able to get 
back to the United States aboard a 
clipper plane on May 26. 

Another prominent dealer, C. E. Pas- 
kow, of Wm. V. Schmidt Co., whose de- 
parture on a buying trip around the 
world by plane was recently announced 
in these columns, was in Malta at the 
time of Italy’s declaration of war. His 
office received a cablegram announcing 
his whereabouts on the same day on 
which the New York papers carried the 
headlines of an intensive Italian bomb- 
ing of Malta, after which no word was 
heard from him for 48 hours and the 
gravest fears for his safety were felt. 

Two days later, however, another 
cable announced his safe escape by plane 
and his arrival in Bombay, India, hav- 
ing succeeded in getting away from 
Malta just in the nick of time. 
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RETAIL PRICES 


$Q7 


THE “Time” 


FOR PROFITS 
IS 


START AT 


Now is the time to step in on the 
rapidly growing, nation-wide demand 
for Easton watches. To understand 
why Easton is gaining in popularity 
—you must see the watches.. They'll 
sell themselves to you—and they'll 
Writeforsamples sell for you with excellent profits. 
and an illustrated Free advertising material with your 
Easton Catalog order. 


Easton watches imported and sold exclusively by— 


US JEWELRY CO 


Baltimore & Liberty Sts., Baltimore, Maryland 








$ CASH $ 


WE pay highest cash prices for all 
kinds of solid silver, flat and hollow 
ware, new and used, active and 
obsolete. 

@ Send us your trade-ins and odds 
and ends which you wish to close 
out and you will be agreeably sur- 
prised. Check mailed same day 
shipment is received and silver held 
intact awaiting your decision. @ In 
case shipment is returned, we insure 
it and pay transportation charges. 
@ No shipment too large or too 
small for our prompt attention. 


JULIUS GOODMAN & SON 


43 South Main Street 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 


We cooperate with jewelers wishing obso- 
lete and inactive patterns. 




















A COMPLETE 
SUPPLY SERVICE 


Patronize the house that gives 
you the best service. Send your 
mail orders where they will be 
most accurately filled. Try us. 
“The price is the same— 
The service is better." 


FISHER’S SUPPLY HOUSE 
411 First St. Roanoke, Va. 
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DIAMOND CUTTING 


Re-Cutting Price, Net—Special 


* 
Vg and '/, Carat $5 5, and 34, Carat $9 


3% and '/, Carat 7 Yg and | Carat 10 
Removing Chips $1.50 to $3.00 


IMPORTERS OF DIAMONDS 
Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, Illinois 











If you want a Complete Catalog of 


® FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, III. 














4614YJ—I4K. Yel. 


5 4614'2YJ—14K. Yel. 
4615PJ—10% Ir. Plat 
Net $23. 461542PS—10% Ir. Plat. 
1/5 te 5/8 Ct Net $24.50 


. e . 
LET US MOUNT YOUR DIAMOND 
In this beautiful Mtg. 
DIAMOND SETTING 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Ill. 




















JEWELERS’ FINDINGS 
(NN) JEWELRY BOXES (N) 
TROPHIES — MEDALS 


CUPS — SPORT BALLS 


COMPLETE LINES FOR THE 
JEWELRY TRADE 
CATALOGS SENT ON REQUEST 


F. H. NOBLE & COMPANY 
535-559 W. 59th St., Chicago 
































Remounted 
Hwee Repaired - Replated *rRelined 


Relined 


SWARTZ & CO 


10 S. Wabash Ave. Chicago, Ill. 
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q Irving Segal, well-known and popular 
salesman in Detroit and Michigan, has 
joined the sales force of M. A. Mead 
& Co., and became associated with its 
Detroit office on July 1. 

q Henry C. Clark, 79, who has spent his 
entire adult life associated with the 
wholesale jewelry business in Chicago, 
and for the past 27 years one of the city 
salesmen for Benj. Allen & Co., died on 
June 7 after a brief illness. 


q Chester B. Rich, formerly of Kirk- 
Rich Dial Co., has recently established 
his own business, the Central Dial Co., 
in rooms 811 and 812 of the Heyworth 
Bldg., furnishing to the trade a com- 
plete dial service. 

q John G. Leiner, Benj. Allen & Co., 
and Mrs. Leiner recently returned from 
a visit to Mrs. Leiner’s home in Good- 
rich, Ontario, and Mr. Leiner reports no 
difficulty or red tape either entering or 
leaving Canada. 

q Otto Judae & Co., manufacturers, 
formerly Grim & Judae, for many years 
located on the 14th floor of 31 N. State 
St., moved last month to room 804 of 
the same building, where they have 
much larger and more efficient quarters. 
q Burnett Lamping, formerly manager 
of Holland’s Stores, 6335 S. Halsted St., 
Chicago, has purchased the long-estab- 
lished Lyeld F. Chadband business at 
809 N. Main St., Bloomington, IIl.. and 
will continue it under the name of Chad- 
band’s. 


q B. C. Allen, of Benj. Allen & Co., 
spent most of last month in New York 
and the East and took advantage of 
his presence in the East to attend the 
commencement exercises at Yale and 
the reunion of his class, 1895, during 
the week of June 17. 

q Myron J. Kelly, president of the Chi- 
cago Jewelers’ Association and Chicago 
manager for Rogers Lunt & Bowlin Co., 
is snending a few weeks at the factory 
in Greenfield, Mass., during which time 
plans and policies will be discussed and 
a general sales conference will be held. 
q Arnold Price, of The Ball Co., who 
left for a western business trip early in 
March, returned June 15, and reports 
good business and prosperous retail 
iewelers throughout the  12,000-mile 
trip. He covered all the.states from 
the Rocky Mountains to the Pacific 
Coast. 


q The opening of five hundred accounts 
in two days was the record set by Moton 
Standt at the opening of his store in 
Muncie, Ind., the middle of May. Mr. 
Standt had been connected with the re- 
tail and optical trade in Muncie for the 
past six years. Associated with Mr. 
Standt is Robert McConnell, manager, 
and John Danikow, watchmaker. 


q Jerry Connor, formerly associated 
with Wuesteman- Wallace in Cham- 
paign, IIll., opened a beautiful new store 
at 1719 2nd Ave., Rock Island, IIl., on 
May 11. A separate room is provided 
for the display and sales of silver, and 
also one for diamond transactions. A 
diamond ring was presented the lucky 
one of the hundreds of visitors who 
registered at the store during Friday 
and Saturday. 
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And Again It Rained! ! 


q Despite assurances which Mead Mont. 
gomery, chairman of the golf committee 
of the Chicago Jewelers’ Association 
says were given to him by the Chicago 
weatherman, this annual outing again 
encountered its traditional weather of 
intermittent showers throughout the 
day. Old Timers say that 1939 is the only 
year in the history of the event in which 
the golfers were blessed throughout the 
day with clear, sunny skies. 

In spite of the inclement weather, 
nearly 120 members and guests teed off 
during the afternoon and everyone fip- 
ished the round, though the continual 
drenching with rain made _ restoratives 
much in demand in the locker room jn 
the late afternoon. 

Bad weather sent the scores soaring 
but several of the boys finished in very 
creditable figures. First prize for low 
gross went to J. G. Shennan, Elgin Na- 
tional Watch Co., with an 81; second to 
Leonard Lewy, Lewy & Goodman Co, 
83, with Myron J. Kelly, Lunt Silver- 
smiths, and Otto Starke, Star Watch 
Case Co., tied with 85. 

Among the guests, Ben Furman with 
an 81, which equaled Shennan’s perform- 
ance, walked off with the trophy for low 
gross, while Emil Hecht took second. 

Low net was taken down by R. A. 
Bloom, Oneida Ltd., with 95-27-68, 
John M. Biggins, Elgin National Watch 
Co., and John Kotek, Baker & Co., tied 
for second, with 70 net each, and third 
place ended up in an 8-way tie between 
the following, all of whom had net scores 
of 72: Tommy Kousmanoff, Benj. Allen 
& Co.; I. Jensen, National Jeweler; Wil- 
liam G. Swartchild, Jr., Swartchild & 
Co.; R. A. Sperry, Sears, Roebuck; 
R. S. Hulbert, Oneida Ltd.; J. T. Mont- 
gomery, M. A. Mead & Co.; Jack F. 
Casey, National Jeweler, and C. W. 
Trout, Oneida, Ltd. 

A highly engraved medallion was 
awarded to Don MacGillivray, of Den- 
ninson Mfg. Co., for the high score of 
133, which the tournament committee 
says was accumulated on the first nine 
holes alone. Mr. MacGillivray, however, 
indignantly denies that statement. 

Some 30 additional members and 
guests who had been unable to enter the 
tournament or were discouraged by the 
weather, showed up for dinner in the 
evening, making a grand total of about 
150 to whom dinner was served. The 
prizes were awarded at its conclusion 
following which the meeting adjourned 
in a body to the grill where cards and 
other diversions occupied the attention 
of the assemblage until a late hour. 

@ Charlie Chilson, western representa- 
tive for Ed Cain & Co., with headquar- 
ters in Lincoln, Nebr., visited the Chi- 
cago headquarters last month, en route 
to his farm in Michigan for a vacation. 














Your JOBBER HAs 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 
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Charles Baumrucker Eulogized 


q The annual dinner and election of 
officers of the Chicago Credit Jewelers’ 
Association was held June 5, with about 
75. After dinner and _ entertainment 
which ran from 7 to 9:30 p.m., in the 
Panther Room of the College Inn, the 
party moved to the Crystal Room of the 
Hotel Sherman. 

President Louis Litt presided at the 
business session, and he and other officers 
reported on the work of the past year. 
George Apple, manager of the Marks- 
Applebaum store at 6319 S. Halsted St., 
who, with an appropriate eulogy of 
Charles Baumrucker, one of the or- 
ganizers of the association twelve years 
ago and president for 8 years, pre- 
sented an engraved memorial scroll to 
the widow, Lillian Baumrucker, which 
was accepted for her by the deceased’s 
brother, John Baumrucker. 

The membership expressed its appreci- 
ation of the officers by presenting the 
president, vice-president and secretary 
with slack suits and the treasurer with 
a golf bag, after which they unani- 
mously re-elected them for another 
year. The officers are Mr. Litt, L. Litt 
Co., president; Walter Wahrer, Wahrer 
Bros., vice-pesident; Harry Iglow, Wolf 
Jewelry Shop, treasurer; Ben Halpern, 
the Charles Co., secretary, and Al 
Marks, Marks Bros.; William Renich, 
Wm. Renich Co., and Ben Belon, Pub- 
lix Jewelry Co., directors. 

After Jack Keenan, Hamilton Watch 
Co., and Michael Kloville, Bulova Watch 
Co., expressed appreciation on behalf of 
visitors for the pleasant evening and 
Tom O'Connell, Elgin Watch Co., lead 
in singing “God Bless America,” the 
meeting adjourned and the rest of the 
evening was spent playing cards and in 
a general social time. 


Platinum Prices 
(June 25, 1940) 


MIE <a ahah ned algal a gialin lal hablar Stak a $38.00 
Containing 5% iridium ......... 44.00 
Containing 10% iridium ........ 50.00 
Containing 5% ruthenium ...... 38.00 
MEMEO SG acdaelane aces ome we $24-$25 





Silver Prices 


London New York 

Snot Official 
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WILLIAM B. GIBSON PRESENTED WITH THE HAMILTON AWARD 





Billy, you had it coming to 
Mid-west district man- 
in making 
the recent presentation of the Hamilton Award, 


"Congratulations, 
you,'' said Jack Keenan, 
ager of the Hamilton Watch Co., 


"The Industry's Own,'' to Mr. Gibson, trade 
leader. Others who witnessed the brief ceremony, 
were, from left to right, Major J. T. Montgomery, 
of M. A. Mead & Co., Chicago; Roy Philip, 
Hamilton representative, J. Frank Newman, sec- 
retary of NACJ, who is looking over Mr. Gibson's 
shoulder, Ralph Roessler, president of NACJ, and 
William Lambrecht, Illinois R.J.A. president. 


Cuicaco—William B. Gibson, long a 
leader in countless trade activities di- 
rected towards trade improvement 
and establishment of better ethics, was 
the recipient of the Hamilton Award— 
“The Industry’s Own,” a 23-jewel Ham- 
ilton “Masterpiece” pocket watch, in- 
scribed, “for outstanding service to the 
retail jewelry industry during his presi- 
dency of the N.A.C.J., 1935-1939.” 

“Billy” Gibson, as he is known the 
length and breadth of the industrv. 
started out with the retail firm of Cole 
& Young in Chicago way back in 1900, 
having previously learned the watch- 
making profession as a youngster in his 
native Canada. Throughout the inter- 
vening years, he spared no time or ex- 
pense in the work. From the successful 
fight for the elimination of the Excise 
Tax to the task of bringing credit iewel- 
ers together in an association of the 
present size and usefulness of the NACJ. 
there have been few trade movements 
that have not benefited materially through 
his active participation or advice. Ham- 
ilton established the “Hamilton Award” 
as a means of honoring the jewelry in- 
dustry’s own leaders. The presentation 
is based upon records which are judged 
by an impartial committee of three 
well-known members of the industry. 

Previous awards—two of them—went 
to William D. McNeill for outstanding 
service during his 5-year presidency of 
the American National Retail Jewelers’ 
Association, and to Fred T. Cole for 
conspicuous bravery in rescuing two 
children from drowning in a canal. 

So that no possibilities may be over- 
looked in connection with future awards, 
members of the industry are cordially 
invited to communicate their views to 
the award judges. Records of anvone 
associated in any way with the trade 
who might seem in line for such an 
award will be carefully studied, and 
it is the foremost desire of the judges 
that none be overlooked. 
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HUB and DIE ENGRAVERS 
of CLASS RINGS, PINS, MEDALS, 
& CRESTS 
PORTRAIT AND FIGURE MODELING 

A SPECIALTY 


JEWELERS DIE SERVICE 





B. M. SKOGEN 
319 N. PULASKI RD., CHICAGO, ILL. 











Which Case 7zpaning 
OUR WORK coors, NO MORE THAN 
ORDINA 


R 
BECKER. MECK MAN co. 
29 E. Madison St. 





McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 





CHICAGO, ILL. 





WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 








CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, IIl. 








GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 











fcme WATCH CO. 


S S.WABASH AVE. CHICAGOILL. 


USED WATCH 
MATERIALS 


USED MOVEMENTS 


Good Condition 
Good Dials 
0-Size Elgin, Waltham 
73, $2.00 — 15), $3.00 


12 or 16 size Hunting 
7J, $1.75 — 153, $2.75 































12 Size Open on THE PRICE OF 

73, $2.25 — 15 

16 size Open Face NEW MATERIALS 

Usa. cig. wie 

hes g. Elg., Wal. | Wheels, pinions 
J, 75¢ — 153, $1.25 S . 

a7 size O.F. Elg., Wal. pallet forks, etc. 

iY $1.25 —15J. $1.75 for all watches. 







Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 


6 size Elg., Wal., Hts. 
73, 75¢ — 154, $1.25 
6% L rect. or 6% oval 
$2.00 “ins $2.50 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








Jewelry Repairing 
DIAMOND SETTING ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsbutgh, Pa. 
AT.7848 - AT.4959. 


Telephones: 








LAND A Ww BROS. 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA. 


Telephone: AT. 5379 
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GOLD and SILVER 


Scrap and Wastes 


PURCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 
























) ‘VERNON-BENSHOFE CO. (4 
933 Ridge Ave. Pittsburgh, Pa. 




















q Samuel Posin, Wheeling, W. Va., vis- 
ited the wholesale jewelry trade, here, 
recently. 
q Louis Grillo, Greensburg, Pa., jeweler, 
has returned from a business trip to 
New York. 
q Herman Eger, well-known Aliquippa, 
Pa., retail jeweler, is recuperating in his 
home from a severe illness. 
q D. H. De Nardo, well-known Brad- 
dock, Pa., jeweler, underwent a complete 
check-up in the hospital recently. 
q Emil Freyer, president of the Samuel 
Weinhaus Co., 808 Liberty Ave., at- 
tended the wholesale jewelers convention 
in Chicago last month. 
q Emanuel Grafner, of Grafner Bros., 
says that business was very good during 
the month of May; in fact, trade is con- 
siderably ahead of last year and the out- 
look is encouraging. James Gluck has 
just returned from an extended road 
trip for the firm. 
q The first annual outing and dance of 
the Retail Jewelers’ Association of 
Western Pennsylvania is scheduled to be 
held Sunday afternoon and _ evening, 
July 7, at The Dells, Wildwood, Pa. 
Swimming, dancing and other entertain- 
ment are on the program. 
q A. S. Kerby, credit manager of the 
Hardy & Hayes Co., represented the 
Retail Credit Association of Pittsburgh 
as delegate at the 28th annual conven- 
tion of the national association in San 
Antonio, Tex., June 17-20. Kerby is a 
director of the Pittsburgh association. 
q Joseph Posner, son of Meyer Posner, 
Mt. Pleasant, Pa., jeweler, and brother 
of Bernard Posner, Connellsville, Pa., 
jeweler, was married Sunday, May 26, in 
the Hotel Schenley, this city, to Miss 
Frances Levine of Mt. Pleasant. Mr. 
Posner is associated in business with his 
father. 
q Paul S. Hardy, president of the 
Hardy & Hayes Co., reports a 20 per 
cent increase in diamond sales this year. 
Mr. Hardy is quite optimistic regard- 
ing the jewelry outlook in the Pittsburgh 
district, pointing out that 25 of the 51 
largest plants supplying armaments are 
located in this district. Steel mills are 
virtually booked to capacity now and 
steady wages, coupled with dividends to 
follow, are expected to jingle the tills in 
many jewelry stores. 
q Lynford A. Keating, president of the 
Grogan Company, Inc., reports every 
month ahead of last year. An unusually 
large number of weddings during May, 
prior to the adoption.of the new state 
law requiring marriage applicants to 
satisfactorily pass a compulsory physi- 
cal examination before licenses will be 
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issued, had a very stimulating effect on 
the jewelry trade generally. All mar. 
riage records were broken in the big 
rush “to get hitched.” 

q The Allegheny County unit of the Hor. 
ological Association of Pennsylvania 
held a testimonial dinner, June 5, at the 
Roosevelt Hotel, this city, for J. Philip 
Sommers, newly-elected president of the 
United Horological Association of 
America. Sommers had previously serveq 
as secretary for five years. Speakers jn. 
cluded Cecil E. Bushby, president of the 
county group; George Neisslein, head of 
the state association; Carl Victor, vice. 
president, and Virgil Petrocelly, trea. 
surer of the local group, and Howard 
Irwin, national trustee. Arthur J. Rit. 
enbaugh, of the Lawrenceville branch of 
the Peoples-Pittsburgh Trust Co., was 
toastmaster. 





Pennsylvania Retailers Guests 
At Hamilton Plant During 
Second Annual Convention 


Lancaster, Pa.— The Pennsylvania 
R.A., reorganized last year after a long 
period of inactivity, held its annual con- 
vention, on June 18, at the Hotel Bruns- 
wick, here. After a business session, 
the association was entertained at lunch- 
eon by the Hamilton Watch Co., after 
which the party toured the plant. 

Charles T. Evans, secretary of 
ANRJA, gave a talk on “Wholesale-re- 
tailing.” William D. McNeill, executive 
secretary of the Jewelry Industry Pub- 
licity Board, demonstrated the results 
of the national publicity campaign. An 
outline of the activities of ANRJA was 
given by William G. Thurber, Provi- 
dence jeweler, who is ANRJA vice- 
president for the Northeast. Myer 
Barr, legal counsel for the Eastern 
Pennsylvania R.J.A., gave an account 
of the work which his organization is 
doing to curb wholesale-retailing. 

All of the officers were unanimously 
re-elected. They are: H. R. Rogalsky, 
Bradford, president; R. H. Hirsch. Har- 
risburg, vice-president; Frank C. Baver, 
York, secretary, and William D. Pink- 
stone, Philadelphia, treasurer. The ex- 
ecutive committeemen are Paul §S. 
Hardy, Pittsburgh; S. Kurtz Zook, Lan- 
easter; Paul D. Harbach, Reading; C. 
W. Appel, Allentown; Charles Heine, 
Philadelphia, and R. K. Jarecki, Erie. 





Will You Help Holland? 


Dorus Van Itallie, president of J. K. 
Smit & Sons, Inc., leading industrial dia- 
mond importers at 157 Chambers St, 
New York, is making an apveal in be- 
half of the war-stricken Hollanders, 
eight and a half million of whom are re- 
ported to have been deprived of their 
normal sources of income. Thousands are 
stranded in all parts of the world and 
completely cut off from their resources. 
Mr. Van Itallie is a member of the exec- 
utive committee of the Queen Wilhel- 
mina Fund, Inec., an organization of 
Netherlanders in this country and Amer- 
icans of Holland descent, seeking to al- 
leviate the terrible suffering. Mr. Van 
Itallie will be grateful for any contribu- 
tions from the many loyal friends of 
Holland who are connected with the 
jewelry trade. 
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Milwaukee Auction Ordinance 
Considered a Model One 


Following Revision 

Muwavxee, Wisc.—The Milwaukee 
Auction Ordinance, in effect since 1914, 
and recently revised by the addition of 
20 new sections which really put teeth 
into the measure, makes a model one for 
any city of size. 

An application for an auction permit 
in Milwaukee must be accompanied by 
an itemized inventory of the goods to be 
sold, describing each item and its cost. 
If, after thorough investigation by the 
Department of Weights and Measures, 
the applicant is found to be honest and 
sincere in asking for a permit, the mayor 
may issue one. 

The applicant must have personally 
operated a store in the location for one 
year or more. The merchandise must 
have been on his shelves 40 days prior to 
application for permit. The permit is 
good for only 30 days and not good dur- 
ing the month of December. The legal 
hours are from 8 a.m. to 6 p.m., on days 
excepting Sundays or holidays. Each 
article must have a tag with a number 
corresponding to those in the inventory, 
so that as each article is sold it may be 
checked off the inventory list filed with 
the city clerk. This guards against any 
additional sale merchandise being brought 
in. The owner must be in constant at- 
tendance. No misleading advertising can 
be used, and no “cappers” or fake bid- 
ders are allowed. No new permit can 
be obtained until another two years have 
elapsed. 

Any violations or deviations from the 
ordinance are subject to fines ranging 
from $25 to $100 for each offense, plus 
the cost of prosecution. Jail sentences 
up to 60 days may be imposed if neces- 
sary. 

The terms are so strict that they dis- 
courage fakers, yet do not prevent the 
honest jeweler from closing out or re- 
ducing his stock enough to meet his bills. 





Patman to Continue Fight 
To Put Tax on Chain Stores 


Wasnincton—Representative Wright 
Patman, Democrat of Texas, has advised 
JEweLErS’ CrircuLar-Keystone that the 
recent action of the House Ways and 
Means sub-committee in turning thumbs 
down on his anti-chain store tax bill may 
be only a temporary setback for his mea- 
sure. Mr. Patman did not reveal what 
strategy he expects to follow but for the 
present, it was indicated, he is attempt- 
ing to by-pass the sub-committee’s action 
and get the full committee to vote on the 
question. 


WE'RE MOVING! 


By the time you read this, THE Jew- 
ELERS’ CirCULAR-KEYSTONE will be estab- 
lished in fine new quarters on the fifth 
floor of the Pershing Square Bldg. Being 
directly opposite the Grand Central 
Terminal, at the cross-roads of the world, 
the new location affords utmost conveni- 
ence to the local trade and out-of-town 
jewelers as well. When you're in town 
for the ANRJA-NACJ Joint Trade Show 
and Convention, or on your way to the 
World’s Fair, drop in and say “Hello.” 

The new address: Pershing Square 
Bidg., 100 E. 42nd St., New York City. 





The telephone: MUrray Hill 5-8600 
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HE accompanying map shows in percentages how independent jewelry store sales during May, 1940 


J rdhne with business done in May, 193 


9. On the basis of reports from 810 stores in 34 states, 


the amount of business done in May, 1940 was 10 per cent greater than that of May, 1939, and 27 


per cent greater than that of April, 1940. 


Alabama with an increase of 19.7 per cent; New Mexico with 17.3 per cent; Wisconsin with 15.3 
er cent and Pennsylvania with 13.4 per cent showed the best improvement in business over May of 


ast year. 


lowa led the reporting states in jewelry business improvement in May, with 47.4 per cent more busi- 


ness than in the preceding month. 


Other bright spots on the sales map during May were Colorado, 


New Mexico, Kansas, Oklahoma, Pennsylvania, Texas, Ohio, Illinois, Wisconsin and Missouri. 
Percentage changes during May, compared with May, 1939, for cities, follows: Chicago, minus 3.3; 
Los Angeles, plus 13.5; Portland, plus 9; St. Louis, plus 6.7; San Francisco, plus 11.9 and Seattle plus 8.9. 
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WHOLESALE JEWELERS' SALES, INVENTORIES, CREDITS AND 
COLLECTIONS, MAY, 1940 


Total Accounts Receivable 


Sales End of Month Inventories 
%o change Jo change Collection %o change 
No. of May 1940 from No. of May 1940 from No. of percentages* May 1940 from 
firms re- May Apr. firmsre- May Apr. firms re- May May Apr. May Apr. 
porting 1939 1940 porting 1939 1940 porting 1940 1939 1940 1939 1940 
Vw. S. Tetel..... +19.1 + 10.4 21 9 0.0 33 22 22 21 +17.7 + 9.1 
Middle Atlantic 12 +32.5 +20.6 7 +14.1 +4.3 10 2 2! 24 + 15.3 + 8.0 
East North 
Central ....... 12 + 15.9 + 1.5 6 + 5.7 —2.5 10 23 24 21 +22.3 + 13.4 
West North 
Central ...... 6 +12.3 + 45 5 +13.8 —2.2 5 30 31 28 + 18.1 + 16.0 
South Atlantic... 4 + 26.7 + 28.1 





Northern Ohio Guild, A.G.S. Elects 


CLEVELAND, On10—The Northern Ohio 
Guild of the American Gem Society met 
at the Case School of Applied Science 
for the final session before the fall sea- 
son on June 6. At this meeting the fol- 
lowing officers were elected for the com- 
ing year: Charles Carolyne, Brenner’s, 
Youngstown, president; R. C. Hoover, 
Akron, vice-president; V. E. Chittenden, 
W. J. Frank Co., Akron, treasurer, and 
William O. Theis, Webb C. Ball Co., 


Cleveland, secretary. 
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Time Zone Maps Available 


A supply ‘of time zone maps of the 
United States, 18 by 28 inches, is avail- 
able through the Government Printing 
Office, Washington, D. C. The map, for 
which there is a charge of ten cents, is 
the latest government time zone map, 
having been issued in 1935. Attached is 
a statement regarding the most recent 
change made in the Eastern-Central zone 
boundary in Michigan and Ohio. In writ- 
ing specify National Bureau of Stand- 
ards Miscellaneous Publication No. 155, 
Time Zone Map of U. S. 
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Greenwold Grift Co. 


The House of Oualit y and Service 
S WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 
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FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
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WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 








DIAMOND-CUTTING 


expert work... fast service 


2 carat $ 9.00 per carat 
1 carat .. 10.00 per carat 
ror Dare hd 11.00 per carat 

; Carat 12.00 per carat 

Sree of: Var: i a : 14.00 per carat 
Peon: Var: bd 16.00 per carat 

ore Bar: Be . 18.00 per carat 

14 carat 26.00 per carat 


LITWIN & SONS 


114 West 6th Street, Cincinnati, Ohio 











KLEIN BROS. 


—As Usual—Are Presenting the most 

attractive lines, specializing in: 

DIAMOND RINGS—Of only one quality—THE 
BEST—combined with the 
most outstanding mountings. 

JEWELRY—An exceptionally large line of gold and 

fine gold-filled jewelry. 

COSTUME JEWELRY—Latest styles and newest 
items that will attract your 
customers 

“KENWOOD WATCHES’’—Combine popular prices 

a accuracy an 
style. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 











MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the June Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years 











Diamond Mountings 
and Wedding Rings 
Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metals. 
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q Jack Ferris, assistant to L. R. Olsson 
in the local office of Waltham, is the lat- 
est Town Crier. 

q Danny Meehan, son of Norbert Mee- 
han, former treasurer of the Town Cri- 
ers, is convatescing from an operation. 
q The Cincinnati Clock & Instrument 
Co. now is located at 1118 York St. The 
firm formerly was at 1117 Harrison ave. 
q Ralph Simon, of the Dorst Co., is back 
home after a long summer trip. So is 
Reed Botts, Charles Payne and Carlton 
Minnis. 

q Robert Stocker, of Schumer Brothers, 
decided on a trip to Florida for his 
summer vacation. He took his family 
with him. 

q John Z. Herschede, son of Lawrence 
B. Herschede, secretary-treasurer of the 
Frank Herschede Co., and Miss Eliza- 
beth G. Wohlgemuth were married in 
June. 

q Willard B. Schmidt, of the Cleves and 
Lonneman store, Bellevue, Ky., and 
Margaret E. Limbach were married at 
the Sacred Heart church in Bellevue, 
June 22. 

q George Kleier recently celebrated two 
anniversaries on the same day. One was 
for his natal day and the other for 30 
years’ association with E. Wagner & 
Sons, jewelers on Liberty Square. 

q Edward F. Herschede, Jr., is a pro- 
spective bridegroom. Mr. Herschede., 
son of Edward F. Herschede, president 
of the Frank Herschede Co., and Mrs. 
Herschede, is engaged to Miss Adele 
Marie Plogman. 

q Julius D. Jacobs and his son, Julius, 
Jr., attended the wholesale jewelers 
convention at Chicago. The son was pre- 
sented with a medallion by his frater- 
nity, Alpha Kappa Psi, for scholastic 
achievements during his four years at 
the University of Cincinnati. 

q Gruen Watch Time greeted nearly 
35,000 fans who attended the double- 
header between the Reds and Dodgers 
at Crosley Field, Sunday, June 9. This 
time call is emblazoned on a huge clock 
that was installed at the top of score- 
board at the ball park and can be seen 
for a long distance. It was a gift of the 
watch concern and replaced a smaller 
clock. 

q Benjamin S. Katz, president of the 
Gruen Watch Co., recently achieved two 
distinctions. One was that of reporting 
that the watch firm had experienced the 
most successful year in its history and 
the other was that of being one of 13 
Cincinnatians listed in the 1940-41 issue 
of Who’s Who In America. While the 
Queen City has quite a few names in 
the blue book, the group cited above 
were added in the 21st volume released 
recently. 

q John A. Gerwe, president of the 
Gerwe-Frohman Co., is the chief cele- 
brant in the anniversary of the whole- 
sale jewelry house which nassed its fiftv- 
year mark in June, as he has the dis- 
tinction of rising from the lowest to the 
highest position in the enterprise. He 
started working for Frohman & Co., as 
an office boy, in 1899. and in 1922 be- 
came one of the owners. The jewelry 
project started in 1890 with Jacob Froh- 
man, B. S. Newman and Jonas Wise as 
partners. The partnership lasted until 
1918, when the first two retired and 
Gerwe stepped up from traveling rep- 
resentative to partner along with Wise 
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and Sol Wetstein. The third change 
was made in 1922, when Gerwe and Wet. 
stein acquired Wise’s stock, and then jp 
1924, when Wetstein died, Gerwe took jn 
EK. A. Fenstermacher and George R, 
Brown as partners. The company 
changed its name in 1935 to Gerwe. 
Frohman Co., when Maury C. Gerwe, 
son of the president, was admitted as 4 
partner. 

140 At Cincinnati Outing 

q The largest attendance in history 
marked the annual outing of the Cin- 
cinnati Wholesale Jewelers & Manufac- 
turers Association and ‘Town Criers at 
Ryland, Ky. There were more than 140 
“picnickers” at the country club for the 
day and these included a number of re- 
tail jewelers from three states who 
were guests of the hosts. 

The guests included: Bill Rindt, Chuck 
Davis, S. J. Seligman, M. W. Joyce, 
Richmond, Ind.; Jack Hagel, Washing- 
ton, Ind.; A. S. Rowe, Al Levinson, In- 
dianapolis, Ind.; Reese Williams, Cyn- 
thiana, Ky.; James Johnson, Roy An- 
derson, S. Goldstein, Chicago; Carrol 
Seghers, St. Louis,. Western representa- 
tive of the Gruen Watch Co.; H. E. 
Hawk, Columbus, Ohio; R. O. Wieland, 
Greenville, Ohio; Heber Roe, Washing- 
ton Court House, Ohio; C. Eidemiller, 
H. E. Miles, Troy, Ohio; F. L. Miller, 
R. Turner, Wilmington, Ohio; Marshal 
Pyle, Kenton, Ohio; Sam McDonough, 
Nate Kunin, William Bramlage, Mid- 
dletown, Ohio; Bert Faris and J. Thoma, 
Springfield, Ohio. ‘There were also a 
group of local retail jewelers to raake up 
a list of 46. 

Being a day in open country, the out- 
ing committee of Clarence Loeb, Charles 
Grift and Jimmy Fenstermacher ar- 
ranged a series of events that took in 
everybody. None could get out of doing 
something. Winners of these stunts 
were: Stop and go, Jack Ferris; bottle, 
Julian Schwab; shoe rolling, Frank 
Grift and Paul Schumer; egg throwing, 
George Brown and Larz R. Olsson; 
match and cigarette, Bud Bihl; golf 
cup, Carrol Seghers; _ retailer’s low 
score, Nate Kunin; high score, Phil 
Haas; fungo hitting, Maury Gerwe; 
longest throw, Gordon Haerr longest 
hit, George Smith; shuffle board, Mar- 
shall Pyle and Frank Grift; tennis 
doubles, Max Litwin and H. Cowen. 
Jack Hagel, of Washington, Ind., was 
awarded the prize for traveling the 
greatest distance to reach the outing. 
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PLATINUM 
DIAMOND MOUNTINGS 
PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 


427 PLUM ST. CINCINNATI, O. 
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several Boston wholesalers’ represen- 
ade the trip to the Maine 
R.J.A. convention June 3 at Skowhegan. 
Yhomas Wilson, of Sanger and Co., is 
f the motorists you might meet on 


e 0 
- Cape, down Buzzards 


the road to the 
Bay way. . ’ 

Waltham Watch Co.'s annual vacation 
for its 2100 employees runs from June 
98 to July 15. Special maintenance crews 
are not affected. 

Norman Hayes, general manager of 
D. C. Percival Co., Inc., wholesale jewel- 
ers, 373 Washington St., has returned to 
business after a month’s rest. 

q Elmer Read, of Kettle, Blake and 
Read Co., 387 Washington St., and Mrs. 
Read are vacationing at their summer 
home at Dennisport, on the Cape. 

¢ Several small ultra modern jewelry 
shops, featuring costume iewelry only, 
have been recently opened in the down- 
town retail district in the high rent zone. 
q Nathan Alberts, president of I. Al- 
berts Sons, Inc., of Boston, has returned 
after a six-weeks’ trip during which he 
and Mrs. Alberts toured the west coast 
and Hawaii. 

‘4 Boston’s wholesale jewelers start the 
summer closing schedule July 4, 5 and 
6. Thev will be closed all day every 
Saturday during July and August, ex- 
cept Saturday, Aug. 31. 

4 William F. Rainey, after 40 years in 
the jewelry business in Pittsfield, Mass., 
retired on June 13 because of ill health. 
Joseph G. Merry, his partner, is continu- 
ing the business under the name of 
Rainey & Merry. 

q Officials of the city registry of mar- 
riage licenses state that the first two 
weeks of June was the busiest period 
for them in 23 years. During the two 
weeks 580 couples filed intentions as 
compared to 518 during the same _ pe- 
riod a year ago. 

q The election of Col. W. H. Bright, of 
Boston, as vice-president of the U.H.A., 
had a stimulating effect on local U.H.A. 
activities. Local meetings throughout 
the state have been well attended and 
delegations of the several guilds were 
among the visitors at the Connecticut 
state convention. 

q June 17 was a local Massachusetts 
holiday when the nautical-minded mem- 
bers of the jewelry trade launched their 
seagoing crafts, from row boats to 90- 
footers. D. C. Percival, Jr., of D. C. 
Percival Co., Boston wholesalers, who 
sails out of Marblehead, says his crew 
(bachelors) have perfected a flashlight 
signal code and expects it will overcome 
some blackouts along the north shore 
this season. 

q Richard Power, of A. Stowell Co., 
retail jewelers, 24 Winter St., has been 
again promoted and now heads the sil- 
verware department. He has been asso- 
ciated with the firm for 30 years and has 
served in several important capacities. 
His varied experience in retail merchan- 
dising and his broad knowledge of the 
masters of the craft and their work pro- 
vides him with a distinctive background 
for his new duties. 

q The Boston Jewelers Club held its mid- 
season frolic, June 19, at the New Ocean 
House, Swampscott, with 200 members 
and their guests, manufacturers, whole- 
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salers and retailers, enjoying the pro- 
gram of sports and a splendid shore 
dinner, followed by a snappy floor show. 
Al. Kerr, the efficient club secretary, min- 
vled with the guests, and Arthur Horne, 
of Schreve-Crump & Low Co.; William 
Stone, of the Gorham Mfg. Co., and John 
Kennard, of Hodgson & Kennard Co., 
acted as the reception committee. Among 
the many out of the state visitors who 
enjoyed renewing old acquaintances was 
William Wright, of Washington, D. C. 

The principal sporting event was the 
soft ball game between teams captained 
by Vincent Chapman, of the Jewelers 
Board of Trade, and Herb Woods, of 
John B. Varick Co., Manchester, N. H. 
The sports committee, “composed of 
Henry Arnold, president of the Jewel- 
ers Club; Carl Lawton, of Saxton Co.; 
L. F. Percival, Jr., of D. C. Perei- 
val Co., and L. Blaine Libbey, of Mil- 
ford, were active participants in the 
game, Arnold, on the side lines, as a 
Judge Landis to scrutinize the players’ 
conduct on the field, | awton, as umpire 
and Percival and Libbey players on op- 
posing teams. Herb Woods’ movie equip- 
ment was in readiness for all spectacular 
plays. Followers of the Woods team 
claim the movies of past games were 
excellent but Chapman’s players claim 
they were taken during the practice pe- 
riod. As the gentle rain came down the 
fans sought shelter and enjoyment in 
indoor sports. Messrs. Stone and Ken- 
nard registered another success as an 
entertainment committee with a two- 
hour floor show. 





Smith-Patterson Co. Bought 


q Ownership of Smith-Patterson Co. 
Inc., prominent retail jewelers at 52 
Summer St., has just been acquired by 
the Jordan Marsh Department Store of 
the same city. 
to J. Victor Day, treasurer of Smith- 
Patterson, are to continue the operation 
of the jewelry store under the name of 
Smith-Patterson Co., Inc., as a separate 
and distinct, though individually owned, 
subsidiary of the Jordan Marsh Co., with 
the result that except for the transfer of 
ownership there is no apparent or out- 
ward change. 


Maine R.J.A. to Continue Efforts 
To Get Watchmaker Licensing 


LLakEwoopv, Me.—The Maine R. J. A., 
at its annual convention, held at the 
beautiful resort of Lakewood, on June 
3, decided to continue its efforts to se- 
cure watchmaker regulatory legislation, 
such as had been introduced at the last 
session of the legislature. 

Officers reelected were: L. Jerome 
Eno, Skowhegan, president; Lindsay 
Trask, Farmington, vice-president, and 
Stanton N. Francis, Brunswick, secre- 
tary. 

The principal speakers were William 
D. McNeil, executive secretary of the 
Jewelry Industry Publicity Board, who 
explained the activities and results of 
the national, trade-wide publicity cam- 
paign, and Walter Kleinlein, of the 
Waltham Watch Co. 

The attendance was only 35, somewhat 
lower than usual, but it proved a very 
enjoyable occasion. 
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REWARD 


TO 
CAREFUL JEWELERS 


<7 


Yes, our dividend is like a 
reward. 


You, too, can save on the 
cost of your fire and wind- 
storm insurance with this 
company. 


Write Today for Information 
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MASSACHUSETTS 


/SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 


Administrative Office 


1112 BOYLSTON STREET 


Boston, Massachusetts 
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Gold on Sterling) 


REAL STONE JEWELRY 


Sold direct to 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 


retailers 








Where to Buy 
IMPORTED 
China and Glass 












W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND @ CO., Ime. 
26 W. 23rd St. New York 











Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Wand made English Crystal 
IRISH BELLEEK 
The original production 


WM. 8S. PITCAIRN CORPORATION 
212 Fifth Ave. 


New York, N. Y. 





FINE 





Fine oneda 


Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 5th Ave., New York 


CHINA 





JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York, N. Y. 


_ MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 


Importers, 105-107 Fifth Ave., New York 





Great 





EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 








GIBSON & SONS TEAPOTS 








SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 


FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 





Gruen Has Banner Year 
With 34 Million Profits; 
Built Wartime Reserve Inventory 


The year ended March 31, 1940, was 
the most successful in the history of 
the Gruen Watch Co., Benjamin S. Katz, 
president, declared May 31, in a report 
to stockholders. The report of the 
company and its subsidiaries shows a 
consolidated net profit of $745,267, after 
all charges and taxes, as compared with 
a consolidated net profit of $540,669 
for the year ended March 31, 1939. 

After allowing for dividends on the 
Class C preferred stock, earnings on 
the combined 422.26714 shares of Class 
B convertible preferred and common 
stock outstanding at March 31 last, 
amounted to $1.69 a share, and for the 
four years ended March 31 last, aver- 
aged $1.52 a share. 

The balance sheet shows current lia- 
bilities of $749,751, against current 
assets totaling $3,687,276. These include 
inventories totaling $1,567,612, which 
represent part of a reserve which the 
company is accumulating in order to 
safeguard its operations if Switzerland 
should be invaded. 

Despite the European War and mobil- 
ization in Switzerland, the company’s 
wholly owned subsidiary. the Gruen 
Watch Mfg. Co., S.A.. of Switzerland 
reached its highest degree of efficiencv 
during the past year and manufactured 
the largest number of movements in its 
entire historv, Mr. Katz declared. 

“During the World War your com- 
pany continued bringing in movements 
and movement parts from its Swiss 
plant,” the report said. “Unless Swit- 
zerland is actually invaded, your officers 
do not expect to encounter unsurmount- 
able difficulties. However, they are doing 
everything in their power to guard 
against any emergencies. Even prior to 
the time of the Munich conference. 
your comvnany began to speed u~ its 
manufacturing overations in Switzer- 
land. These operations have been in- 
creased to the greatest possible degree 
so that your company has been success- 
ful in building up a reserve inventory 
of movements in this country.” 

Though the Gruen business has for- 
eign subsidiaries, it is an American com- 
pany in every sense of the word, the 
president’s report stated, having been 
established in the United States in 1874 
and its securities being owned bv more 
than 2500 Americans. Compared with 
Swiss and Canadian taxes of $117.609. 
income, social security, duty and other 
miscellaneous American taxes amounted 
to a total of $1,041,726. 

The report revealed that at the time 
of the company’s reorganization in 1935. 
its working capital was exhausted and 
there was a consolidated deficit of $576.- 
097, instead of which the company and 
its subsidiaries now have a surplus of 
$1,704,949. This has raised the book 
value of the common shares from “less 
than nothing” at the time of the reor- 
ganization to $5.11 per share based on 
395,04114 shares outstanding at March 
31, 1940; the book value of class C pre- 
ferred stock has increased from a nomi- 
nal value to $25 per. share, its par value, 
and the book value of class B preferred 
stock remains at $1 per share, its par 
value. 

On April 1, last, Gruen paid the first 
dividend on the class C preferred stock, 
having retired all of the class A pre- 
ferred stock two months before. This 
puts class C $25 par value preferred 
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stock on a dividend basis at the rate of 
$1.50 a share or 6 per cent a year. At 
the same time a dividend at the rate of 
6 per cent a year was paid on the class 
B $1 par value stock, which is convert. 
ible share for share into common stock 
by Feb. 1, 1941, when it is callable by 
the company at $1 a share. : 

The report said that if earnings cop. 
tinue at the present rate, and if the ef. 
fect of the European situation on the 
company does not become worse, Gruen 
Watch Co.’s directors will give consid- 
eration during the latter part of this 
year to the question of common stock 
dividends. 

The company’s research department, 
which has produced a number of new 
movements since the reorganization of 
the company, has again developed a new 
movement which will be introduced dur- 
ing the fall of this year. 

All directors of the company were re- 
elected by the shareholders at their an- 
nual meeting. The directors are: Ster- 
ling B. Cramer, Fred G. Gruen, George 
J. Gruen, Benj. S. Katz, Teviah Sachs, 
Robert A. Taft and Clifford R. Wright. 

At the directors’ meeting immediately 
following the meeting of the sharehold- 
ers, Benj. S. Katz was re-elected presi- 
dent and treasurer; Teviah Sachs, vice- 
president and assistant treasurer; 
George T. Gruen, secretary; Alfred T. 
Reis, assistant secretary and comptrol- 
ler, and Thomas F. Jeary, auditor. 

Fred G. Gruen has retired as chair- 
man of the board. His brother, George 
J. Gruen, vice-chairman, has been elected 
to succeed him as chairman. Sons of the 
late Dietrich Gruen, founder of the com- 
pany, both Fred G. Gruen and George J. 
Gruen have been with the Gruen Watch 
Co. since boyhood. Fred G. Gruen’s 
career covers a span of about 45 years’ 
service with the company. He resigned 
as president in 1935 and accepted the 
post of chairman of the board of direc- 
tors. Fred G. Gruen will, however, re- 
main as a director. 

George J. Gruen has been associated 
with the company for over 40 years. In 
1936 he resigned as treasurer, continuing 
as vice-president, and in 1937 he re- 
signed as vice-president and was elected 
vice-chairman of the board. George T. 
Gruen, secretary and technical director 
of the horological department, is a son 
of George J. Gruen. 



















Where to Buy 
DOMESTIC 
China and Glass 
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LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 


LENOX 
LENOX, INC. 

















HAWKES CRYSTAL aig 
) 


GLASSWARE 


for discriminating 


people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 





N. Y. Office: 542 Sth Ave. op waTmRronD 
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The Boys on the Road 


TEI 


Arthur Goldman, a member of the 
sales staff of Max Kohner, has moved 
from Baltimore to Richmond, Va., in or- 
der to be in closer touch with the terri- 

covers. 

py ay Fenstermacher, in the Chicago 
office of the Waltham Watch Co., has 
become a father for the first time. It’s 
a boy. Fenstermacher formerly was in 
the Cincinnati office of Waltham. 

qG. W. Hoke, with Ewing Bros., At- 
Janta, Ga., wholesale jewelers, last 
month was taking a vacation which in- 
cluded a trip to Yellowstone National 
Park and the San Francisco Exposition. 

Irvin Hammen, a salesman on the staff 
of J. Engel & Co., Inc., wholesalers at 
Baltimore St. and Hopkins Place, Balti- 
more, for 20 years or more, is receiving 
congratulations on the arrival of a 
daughter, who has been christened Mary 
Louise. 

q Jack Teichlauf, who is now covering 
the Midwest territory he has been trav- 
eling for more than a quarter of a cen- 
tury, was recently elected vice-president 
of his firm, S. Nathan & Co., Inc., stone 
importers and cutters, 71 Nassau St., 
New York. Mr. Teichlauf, who was 
hired as an errand boy by the late Sig- 
mund Nathan, is now the oldest em- 
ployee in point of service with 34 years 
to his credit. In his new capacity he 
will continue to make his usual rounds. 
q “It takes nine tailors to make a man,” 
says the proverb, and it evidently takes 
more than seven watch salesmen to get 
the best of one lawyer, judging by the 
results of a rather boisterous “eight- 
some” that was played on the golf 
course of the Lake Placid Country Club 
during the New York State Retail 
Jewelers convention last month. When 
the smoke of battle had cleared away 
and the scores were counted up, the big 
winner was the lone lawyer, Ross Baer, 
while on the disbursing end were: Al 
Krueger, Si Mosesohn, Hammy Bain, 
Leo Lynch, Clarence Russell, Fred 
Pfeiffer and Abe Whitman, who in their 
less strenuous moments represent most 
of the leading watch manufacturers. Ac- 
tual figures as to the scores are sup- 
pressed by special request of the vic- 
tims. 

q Lou Kroll, who for the past four 
years has represented Gruen watches in 
New York state, is now associated with 
Longines-Wittnaeur Watch Co., Inc. Mr. 
Kroll is now serving Longines- Wittnauer 
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jeweler agencies in Michigan and adja- 
cent territory and his extensive experi- 
ence in the jewelry business and in 
watch merchandising is rapidly winning 
him many new friends. 
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SALESMEN APLENTY BUT NARY A FARMER'S DAUGHTER 





Outing Club, of New York, had the largest affair in its long history, on Saturday, June 15, when 240 
members and their invited guests turned up at the Oakwood Heights Elks Club, Staten Island. A slight 
shower, after lunch under a huge elm tree, only served to segregate the card sharks. Norman Ulrich's 
committee innovated a couple of welcome changes which facilitated the handling of a crowd of such 
proportions. Tired ball players, horse-shoe twirlers, handballers, bowlers and others were sent happily 
on their way to their families after an excellent dinner and floor show, at the end of the day. 
AS SEEN IN THEIR LIGHTER MOMENTS—I—Ted Coords, Alex. Osborne & Co.; Jimmy Theise, Acme 
Ring Mfg. Co.; William Underwood, secretary, Jewelers’ Fraternal Association. 2—William Richards, 
Ostby & Barton Co., president of M. L. O. C. 3—Sol Gordon. 4—Al Forman, Aisenstein-Woronock & 
Sons; W. Uttrich, L. Ludwig and Walter Levins, H. & M. Freudman. 5—William Wagner, secretary, 
Associated Credit Jewelers of New York and New Jersey and John J. Klecka, J. R. Wood & Sons. 6— 
Rod Keagy, JEWELERS' CIRCULAR-KEYSTONE; Henry Green, Freeman Dougherty Co.; Harry Lynch, 
Hadley Co.; Arthur Tuveri, JEWELERS' CIRCULAR-KEYSTONE; Clarence J. Schriever, Forstner Chain 
Corp. 7—Ross Donaldson, Le Stage Mfg. Co. 8—Russell Williams, Waltham Watch Co. and Joseph 
Goodman, Louis Manheimer & Bros. 9—Leo Ashe, M. H. Shiman & Co. 1!0—Chris. Staiger, Longines- 
Wittnauer Watch Co. |!|—The M.L.O.C. Committee: Harry Cohen, J. Cohen & Sons; Wheaton Gray, Jew- 
elry & Cutlery Novelty Co.; George Schofield, Goetz & Osterberg; Ben Staufenberger, Marathon Co.; 
Barney Lessner, Bristol Seamless Ring Co.; F. Norman Ullrich, Morse Andrews Co., chairman. 12—H. W. 
Hutchins, Kastenhuber & Lehrfeld. 13—Ben Biffar, Wiltshire-Biffar Co. 14—Dave Weinberg, Bristol Seam- 
less Ring Co. 15—Max Gershberg and Sol Lasko, Lasko Strap Co. 16—Sam Bamberger, L. Heller & Son, 
and Louis Frank. 17—Frank T. Somes, Wm. C. Greene Co.; Chas. J. Tonry, A. Micallef & Co.; Harry S. 
Wiltshire, Wiltshire-Biffar Co. and William G. Lenhart. I8—Fred L. Peixotto, Charles A. Parker, H. 
F. Barrows Co., and Louis Bendheim, R. L. Griffith & Son Co. 19—Louis Nussbaum, M. Elkon Co. 20— 
Morris Kresloff, Martin Wittenstein, Herman Block and Sam Cohen, J. Cohen & Sons. 2I—M. Stein, 
Knight Mfg. Co. 22—Nathan Holtzman, Nathan Holtzman Corp. 23—Morris Rivkin, Elgin National 
Watch Co. 24—Oscar Goldberg, Newel Mfg. Co., and Harold Solow, Solow Watch Co. 25—M. Jacoby 
and J. Bender, Jacoby-Bender Co. 26—Ben Dattelbaum, Dattelbaum & Friedman. 27—H. A. Kretsch, 
J. F. Sturdy’s Sons Co. and George Spelimeyer, R. F. Simmons Co. 








q S. C. Sindell, former manager of the 
Pittsburgh office of the Kirk-Rich Dial 
Co., has been transferred to the Chi- 
cago office, 29 E. Madison St., as man- 
ager for Chicago and Detroit, to replace 
C. B. Rich, who left the concern on 
May 1. The organization has also added 
to its staff Allan Wexler, formerly with 
Helbros Watch Co, as traveling sales- 
man to cover the Middlewest. Mr. 
Kirk has been in Chicago several weeks 
and is on his way to inspect the com- 
pany’s offices in Toronto, Canada, and 
Pennsylvania. 


95 





q R. H. Alexander, sales manager of 
the General Shaver Division of Reming- 
ton Rand, Inc., Bridgeport, Conn., has 
announced that E. H. Given has been 
appointed manager of the Pittsburgh 
sales district. Mr. Given has been con- 
nected with the sales department for 
some time and has been transferred 
from the Chicago district. 

q J. Larry Crouch, for many years with 
the E. J. Swigart Co., Cincinnati mate- 
rials house, is now connected with the 
Wallenstein-Mayer Co., also in the Queen 
City. 
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“Just keep taking this and reduce your diet to a few good lines and you'll feel better.” 


For Sick Clock Department— 


: Selected Lines and Strong Promotion 


by KENNETH O. ANDRAE 


i & started as a clearance sale and the dissolution of 
the clock department, but the final result was an en- 
larged and profitable department that now accounts for 
more than 15 per cent of the total annual volume. 
Like many another successful retail jeweler Jacob 
Vander Zanden gained his knowledge of retailing the 
hard way—by bitter experience. 


Descended from a long line of diamond cutters and 
experts Mr. Vander Zanden learned his profession in 
Holland. Coming to America in 1890 at the age of 20 
he worked at his vocation in the East for several years 
before opening his own store in Green Bay, Wis. While 
he did know diamonds he had a lot to learn about the 
other phases of the retail jewelry business as he soon 
discovered. 

This was especially true in the matter of clocks. Pur- 
chasing these items from a number of different manufac- 
turers, he found after a few years in business that he 
had an accumulation of clocks of almost every known 
make which grew to alarming proportions as time went 
on. While most of these clocks were of excellent make, 
the young Hollander had simply overbought on these 
items. Changing styles also added to his trials, until 
finally obsolete models and a growing inventory made 


‘ 


it a “white elephant” stock. 

It was just about this time that Mr. Vander Zanden’s 
older sons were ready to enter the business, and one of 
the first problems he had them tackle was the clock sur- 


plus. At a conference one of the sons suggested an ad- 
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vertising campaign as a means of reducing the in- 
ventory. 

Buying had been too optimistic and styles had 
changed considerably and consequently the turnover had 
slowed down to the point where it was considered advis- 
able to close out the department. 

The result of the advertising campaign, which offered 
models at greatly reduced prices, went beyond ex- 
pectations. 

The campaign encouraged increased advertising, not 
only in the local newspaper, but in those of neighboring 
communities whose circulations covered a large rural 
area. Not only was the clock surplus soon whittled down 
to a reasonable amount, but the sales in other depart- 
ments began increasing, with new customers coming 
from nearby towns. Many of the new customers re- 
marked that they were impressed by the honesty of the 
ads and “couldn’t pass up the bargains they offered.” 

The net result was that instead of discontinuing their 
clock department the firm of J. Vander Zanden & Sons 
enlarged it to take care of the increased demand, and 
that once dormant department is now a major one, pro- 
viding more than 15 per cent of the total business vol- 
ume—certainly no mean item! 

Equally as important a factor as advertising in build- 
ing up the clock department to its present importance 
is the fact that the firm became “line conscious” rather 
than “pattern conscious.” 

By restricting its lines to but two or three, of proven 

(Please turn to page 110) 
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merit and backed by advertising, the department is now 
operated much more profitably with a smaller inventory 
and a speedier turnover. That is why the clock section 
is now one of the most profitable ones in the store. 

Despite its enlightened methods in handling clocks 
the Vander Zanden firm finds it profitable, once or twice 
a vear to survey its clock stock, and hold a sale of slow- 
moving numbers at reduced prices. This means not only 
cash in the till, and the elimination of any clocks which 
may become dust-catchers, but an opening of display 
space to new, live models. 

A couple of times a year the advertisements of the 
Vander Zanden store are devoted in their entirety to 
clocks. All other ads which appear regularly in the daily 
press of Green Bay and vicinity have at least a mention 
of the clock line. 

While this store has used some direct mail advertising, 
covering a selected list of customers, the newspaper ad- 
vertising has been found to be the most effective means 
of producing more sales. 

Applying the same successful principles to electric 
clocks the firm finds the power-driven timepieces pro- 
vide a profitable source of revenue on a relatively small 
investment. 

“The experience gained from our first clock depart- 
ment has taught us that by handling only a few makes 
of better clocks we can definitely back every sale with 
our own guarantee as well as that of the manufacturer,” 
says one of the sons. “It is gratifying to note that many 
of our regular customers have recommended our clocks 
to their friends as ‘Vander Zanden’ clocks. I am sure 
that this reflects well upon our merchandising policies. 
It has helped to build up other departments of the store, 
and each month finds new customers coming from 
greater distances from Green Bay.” 

Today, at 70, the elder Mr. Vander Zanden is still ac- 
tive in the store’s affairs, ably assisted by his four sons, 
George, Edward, Wilfred and Norbert, and his grand- 
son, Robert Vander Zanden, who are carrying on in his 
tradition of honesty to the customer. 


LECTURE MATERIAL ON CLOCKS AND WATCHES 


“The Romance of Time,” by Norman F. Thompson, 3rd. 
Published 1940 by the Clock Manufacturers Association of 
America, 90 Broad St.. New York, N. Y. 24 pp. Illustrated 
with 20 line drawings. $.25. 

Few days pass by without at least one request of this 
journal for brief, interesting lecture material tracing 
the development of horology. Such orders have been 
hard to fill, for most that has been written about watches 
and clocks is in book form. 

Therefore, it is with special pleasure that we an- 
nounce the recent publication of “The Romance of 
Time,” a paper-covered, well-printed brochure, by the 
Clock Manufacturers Association of America. The prin- 
cipal sections of this welcome little survey describe early 
timekeeping devices, the development of the modern 
clock, clock making in America, clocks of today, and how 
clocks and watches are made. 

Jewelers who talk before service, church and women’s 
clubs over the radio and to school classes will find this 
work of use, as will salesmen of clocks and watches in 
their conversation with customers. 
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HOW TO ADJUST CLOCKS AND WATCHES 


Rules and Practice for Adjusting Watches, by Walter J. 
Kleinlein. Second edition, 1940; published by the author, 
Waltham, Mass. Obtainable from the Book Department, 
Tue Jeweters’ Crrcunar-Keystone. for $3.50, postpaid. 


The first edition of this work of Mr. Kleinlein’s was 
published in 1920. Allowing for the time it took for 
watchmakers and horological schools to become ac- 
quainted with the book, the impression it made was fav- 
orable in a steadily increasing way, until eventually the 
opinion became quite general that this is the best prac- 
tical treatise on its subject. Much has been published 
on adjusting watches; many books and articles in peri- 
odicals have presented the subject more or less in the 
language of mathematics of a grade beyond the under- 
standing of average readers; and some of these works, 
therefore, left readers under an unfortunate impression 
that adjusting is something altogether impractical for 
the watchmaker who is earning his living repairing 
watches. 

It was Mr. Kleinlein’s little book that more than any- 
thing else had the happy effect of correcting the mis- 
understanding just mentioned. It is a marvel of concise- 
ness and of effective instructional method. 

The very title shows the author’s mastery of the 
educational problem in teaching adjusting: “rules and 
practice” for adjusting watches. The call to teachers 
from those seeking knowledge of adjusting is always for 
“rules’’—the ‘“‘ten easy lessons” idea, as it were. There 
simply is no such thing. Any rules are a basis only, on 
which must be built a solid structure of personal judge- 
ment, by practice, practice, and more practice. 

In Mr. Kleinlein’s book is internal evidence that this 
is his guiding principle in the writing; and that he is 
giving the reader the full benefit of what he himself has 
learned through years of study and practical experience 
and success in getting results. 

Besides containing the chapters of the original edition, 
which deal with adjustments of watches with bimetallic 
balances and carbon steel hairsprings, this new edition 
includes three additional chapters, which discuss the 
more recent problems concerning self-compensating hair- 
springs and monometallic balances, and which we. be- 
lieve is the first offering in book form on this subject, 
that has become so very important today. 


WATCH RATE DEVICE OFFERED AS PRIZE 


Watchmakers have a whole year to prepare their en- 
tries for a contest being conducted by the United Horo- 
logical Association, which has as its prize a Watchmaster 
watch rate recorder, donated by American Time Prod- 
ucts, Inc. The instrument was originally intended to go 
to the U.H.A. member or Guild which submitted the 
best single word to describe a ‘‘put-in-order” job on a 
Many potential contestants requested that an 
essay contest be instituted instead and at the recent 
U.H.A. convention it was decided to extend the contest 
this year. Details can be had from the U.H.A. national 
office, 3226 Colfax Ave., Denver, Colo. 


watch. 











STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


ve souct vor = astenhuber & Lehrfeld 


SWEEPS — FILINGS 
SCRAP GOLD AND SMELTERS AND REFINERS 


PLATINUM 24 JOHN ST. NEW YORK, N. Y. 
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ARE YOU SURE? 


When you talk about gems or jewelry, are you 


sure that your information is the truth? 


Many an honest jeweler has found that he has 


unintentionally misrepresented an article, to 


INDEPENDENCE 
DAY 


for Jewelers . . everywhere. 


Yes, sir, Independence Day! Freedom 
from the wasted time, costly details and 
repeated operations that have heretofore 
been necessary in locating watch irregu- 
larities and bringing watches to pre- 
cision adjustment. Independence, too, Be an expert—a CERTIFIED GEMOLOGIST. 
through the added efficiency and greater 
profit made possible by the— 






the detriment not only of his own reputation, 


but of the trade as a whole. 


Be sure that your information is scientifically 


accurate. 


For information about courses, write to the 


ieee PUES Master GEMOLOGICAL INSTITUTE OF 
WATCH-RATE RECORDER AMERICA 

American Time Products, Inc. S41 South Alexandria 

580 Fifth Avenue ° New York, N. Y. a Sa: Te 


Distributor of Western Electric Watch-rate Recorders 
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IGNE DIFFERENCES—What sizes in American 
movements would be the same exactly as 954 and 
1014, ligne Swiss movements? (Question No. 5328.) 
W. C. Co. 
Answer—The 9° ligne Swiss is equivalent to 10/0 
American; the 1014 ligne Swiss is equivalent to 8/0 


American. 


ASE-HARDENED STEEL—What does it mean, 

in a catalog of watchmakers tools, when anything 
made of steel is said to be case-hardened? (Question 
No. 5329.) V.F. 


Answer—Case-hardened “steel” is iron, or low-car- 
bon steel, with merely a shallow depth of the metal sur- 
face composed of hardened steel. The process of case- 
hardening is to carbonize the surface metal, which con- 
verts it to high-carbon steel; this is then quenched 
(cooled suddenly) while red-hot, which results in a hard 
wear-resistant surface, leaving the interior metal soft 
and unliable to cracking or breakage from shocks or 
strains due to use. 


ORTH LIGHT—-Plans are being made for re- 
modeling our building. This brings up a question 
about location of the watch, clock and jewelry repair 
In one, the win- 
The other 
room has more separate windows, but all smaller, and 
Having 


department. 
dows are large and all face toward the west. 


Two places are possible. 


three of them face north and two of them west. 
heard it argued both pro and con about north light be- 
ing best for workbenches (I am not a mechanic myself 
so don’t know from experience), I am writing for your 
" suggestions. (Question No. 5330.) W. W. F. 


Answer—Perhaps we can help somewhat with ad- 
vice, although this must be taken with caution since we 
have only a written description of the conditions ; instead 
But as far as light- 
ing, by the windows, is concerned, undoubtedly it would 
be best to place the watchmakers’ benches at north win- 


of seeing the situation in person. 
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WORKSHOP 

OUESTIONS 
AND 

ANSWERS 


dows. At these windows the light is most nearly uni- 
form all day long, and in dark or sunshiny weather. At 
other exposures, the light is excessive when the sun is 
shining, and grows dim by contrast at other times. 
Watchwork needs uniform light more urgently than clock 
work or jewelry work, because it is smaller and more 
exacting on the eyes. So, if other requirements permit, 
we advise planning so that the watchmakers’ benches 
have northern lighting from the windows. 


ATCHMAKERS’ SOAP—A year or two ago, you 

published in Workshop Notes the name of a spe- 

cial soap good for the use of watchmakers troubled with 

I cannot find this; will you please 
(Question No. 5331.) R. W., Inc. 


perspiring hands. 
publish it again? 


Answer—The special soap referred to is used largely 
in the Swiss watch industry, and has been carried in 
stock by one or another of our American watchmakers’ 
supply dealers, so could be obtained by inquiring around 
among them. Any of them could perhaps be supplied as 
a courtesy by Hamilton Watch Co., Lancaster, Pa., who 
import it for use in their factory; or your dealer could 
buy it from the maker, Albert J. Vuille, 32 Rue des 
Alpes, Bienne, Switzerland. The trade-name of this 
soap is “Savon Watch.” 

_J AND RUBS CRYSTAL—Explain the best way to 
4 tell for sure whether a minute hand is rubbing on 
Sometimes I find this very 


(Ques- 


the inside of watch crystal. 
hard to make sure of, when I suspect it is so. 
tion No. 5332.) H.O’T. 

Answer—Remove the bezel with crystal; put a little 
rouge-in-oil on the minute hand near the end; replace 
the crystal; turn the hand by the crown. The rouge will 
of course stain the crystal at any points where the hand 
may touch as the watch runs. Another way is to breathe 
on the inside of the crystal, until it becomes “fogged.” 
At any places where the hand has been rubbing, there 
will appear none of the fog effect, or less than at other 


places. 





to se RRS 








AS USUAL..... 


Lees & Sanders 50 years’ trading with 
American manufacturers is not being 
torpedoed by U boats. Our “blanket” 
policy nullifies the effect of any sink- 
ings so far as you and we are con- 


cerned. 
Send us your sweeps—as usual; 


We are paying top prices—as usual. 


Lees 4 
Sanders 


LTD. 
BIRMINGHAM: 18 - ENG. 


Suez 


= FOR NEARLY A CENTURY 














WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 
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JUST PUBLISHED 


Third Edition of 
GEMS and GEM MATERIALS 


By 
EDWARD H. KRAUS and CHESTER B. SLAWSON 
An excellent Textbook on the subject of Gemology 





Some features of this book are: 


An explanation of the crystallography of 
Gem Materials and their properties, 
physical, chemical and optical. 


A description of specific minerals, their 
manner and place of occurrence. 


A chapter on cutting and polishing gems. 


Tables for the determination of gems listed 
according to crystal form, hardness, 
color, specific gravity, optical character 
and composition. 


Chapters on gem names, manufactured 
gems, imitation gems, and metals used 
in jewelry. 


Contains 286 pages and is illustrated. 


Price $3.50 


The Jewelers’ Circular-Keystone 
100 E. 42nd St. 56th & Chestnut Sts. 
New York, N. Y. Philadelphia 








WE BUY WE SELL 





@ SCRAPGOLD @6% perk. @ FINE GOLD (.99975-—) 
@ GOLD FILLED @ PLATINUM 

@ SILVER @ PALLADIUM 

@ PLATINUM @ SILVER 

@ FILINGS @ DENTAL GOLD 

@ SWEEPINGS @ JEWELERS' ALLOYS— 
@ SOLUTIONS, RESIDUES WHITE AND YELLOW 


Representation permitted during melting and sampling. 


JOSEPH SLOVES 


PRECIOUS METALS Assayers 


New York City 


Refiners 
149 Canal Street 














NYE’S 


BRACELET 


oil 
ton? supply _ the 


finest possible 
lubrication for smallest watch 
mechanisms when you _ use 
Nye’s Bracelet Watch Oil.’ 
This | Specialized Porpoise Jaw 
Oil “stays put’ at points of 






lubrication — is non-corrosive 
—resists temperature changes. 


0 ee 


NYE 


Your jobber will supply 
Nye oils for 

(1) BRACELET (2) POCKET 

WATCHES (3) CLOCKS (4) 

ELECTRIC CLOCKS. 
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UMMING ELECTRICS—Can you give me any 
idea of what makes some electric clocks have a dis- 
agreeable humming sound while running? This is ob- 
‘ected to by some customers. It is noticed oftenest in 


cheap clocks. (Question No. 5333.) D.R. K. 


Answer—Usually there are one or more loose parts, 
especially around the field magnets; perhaps screws or 
rivets that hold the magnets to other parts of the clock, 
or the pieces of sheet iron composing the magnets. The 
current alternations vibrate the parts, and any loose 
fastenings may allow these vibrations to be heard as the 
objectionable humming. Tightening all fastenings in 
such cases will silence or lessen the noise. 


ALANCE STAFF—After knocking out the old staff 
and putting in a new one, I trued up the balance 
and it looks true while running but when in the calipers 
I see the cut on one side of rim is wider than the other 
cut and wish to know how it could get that way and if 
it does harm any way. (Question No. 5334.) H. McG. 


Answer—What happened is that in driving the old 
staff out, you enlarged one side of the hole in the bal- 
ance arm. The new staff, then, unavoidably was riveted 
in “out of center” with the balance. Then in bringing 
the balance rim true in the round, the eccentricity of the 
rim was taken up by bending so that one of the cut 
spaces was narrowed and the other one widened. If you 
will examine carefully with the index-point of your 
caliper, you will see that the length of one balance arm 
is shorter than the other one; and that there is a slight 
out-of-circle or flattened portion on the rim, to bring the 
rest of it into true circle. This of course should be 
avoided. What you should do in removing a staff in a 
compensating balance is to chuck the staff in your lathe 
and turn down either the rivet, or the body of the staff, 
so the staff can be separated from the balance easily and 
without deforming the hole in the balance arm. Then 
when the new staff is riveted in, the balance and staff 
will be exactly centered with each other, and it will be 
easy to true the balance without any abnormal bends in 
its rim. If you do not find the balance arms on your 
job noticeably unequal in length, driving out the staff 
may have enlarged the hole sidewise of the arms—in 
either case a bad job. 


6¢ BAUCHE” DEFINED—In reading of Swiss 
watch manufacturing, what is meant by the word 
ebauche? (Question No. 5335.) P. M. 


Answer—In Switzerland, many factories buy the 
plates. bridges, cocks, and other larger parts assembled 
in “rough” movements, the work of the factory then be- 
ing to jewel and otherwise ‘‘finish” the watches, adding 
certain of the smaller parts bought of specialist manu- 
facturers. There are about 12 large manufacturers of 
rough movements who supply these to nearly 1000 
smaller Swiss finishing factories. The word “ebauche”’ 
means a rough or unfinished movement. 


LINVAR HAIRSPRING—Is it practical to re- 

place an old, rusted steel hairspring on an Ameri- 
can pocket watch, with an elinvar spring so as to run no 
risk of further rusting? (Question No. 5336.) K. B. 
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Answer—The elinvar spring would, as you say, avoid 
any risk of rusting. But the watch would not keep time 
in varying temperatures. The original balance is a com- 
pensating (brass and steel) balance, which offsets 
changes of rate in the carbon steel spring due to changes 
of temperature. This would produce. serious errors in 
temperature rates if used with an elinvar hairspring. 
With the latter, the balance should be one of the mono- 
metallic type, which does not compensate. We would 
not advise replacing both the balance and hairspring, 
unless you are skilled in position adjusting. Generally 
speaking, it would be safest to replace the rusted hair- 
spring with a new carbon steel spring. 


OLISHING SETTINGS—When I find the tops of 

cap-jewel settings dull or scratched, how can these 
be given a perfect polish like when they are new? 
(Question No. 5337.) M. O. 


Answer—The most convenient thing to use for this 
kind of polishing is the uncut side of a burnishing file. 
Make sure that the file surface is clean; twist a piece 
of watch paper over the tip of your index finger, and 
with this rub the jewel setting on the file—that is, of 
course, over the smooth side of the file—until the surface 
of the setting top is polished fully. If one has a great 
deal of: this flat polishing to do on gold, or brass, it may 
pay to have a flat jasper-stone lap for the work; these 
can be bought of watchmakers’ supply dealers anywhere. 


USTING TOOLS—Cannot something be done to 

prevent the rusting of staking tool stumps and 
punches; make them of stainless steel, or chromium- 
plate them? It seems to me manufacturers of these are 
behind the times; rust is a great drawback on tools. 
(Question No. 5338.) S. S. 


Answer—-Punches and stumps made of stainless steel 
would not do the work expected of these tools, because 
they could not be well hardened, which is essential in 
such tools. Nor would it be a good thing to electroplate 
them; the action in use would start the plating to come 
off; this keeps on “peeling” off all over a surface if it 
is allowed to start. The thing that we think is most prac- 
tical is to rub the parts with a rag dampened with oil; 
this will mostly obviate trouble with rust especially on 
punches seldom used, which is where the problem is 
greatest, since those much used tend to keep bright from 
being used. If you have exceptionally perspiring hands. 
it may be advisable to rub even the tools frequently used 
occasionally with an oil-dampened rag. 


HRONOMETER DETENT—Where can I obtain 

a detent for my window-chronometer, which has on 
it the name Parkinson & Frodsham, London? In trying 
to clean this timepiece, our watchmaker broke the detent 
where there is a thin spring-like portion, and it seems 
the entire part is in one piece—no way of replacing just 
the broken spring. (Question No. 5339.) F. O. R. 


Answer—Material, that is, replacement repair-parts, 
cannot be obtained for marine chronometers. The new 
detent will have to be made to order. The firm nearest 
to your location, that does this work, is Wm. Bond & 
Son, 9 Park St., Boston, Mass. 








Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed - to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 


TRAVELING SALESMAN, large and 
small cities Middle West, many years’ 
following, jewelers, gift shops, depart- 
ment stores. Address “A., 2154,” care 
Jewelers’ Circular-Keystone. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 25 years’ experience ; 
best references. Address “O., 3007,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN wishes position with watch 
importer or jewelry house; excellent 
references; married; salary no object. 
Address “T., 2872,” care Jewelers’ Cir- 
cular-Keystone. 





CERTIFIED watchmaker, 28 years’ ex- 
perience, seeks only high class work ; 
light jewelry repairs and capable saies- 
man. Address “P., 2964,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN, age 30, thoroughly experi- 
enced retail and pawnbroking, expert 
appraiser and counterman; finest refer- 
ences. Address “C., 2990,” care Jewel- 
ers’ Circular-Keystone. 





A-1 WATCHMAKER, jewelry repairing, 
ring sizing, engraver, desires steady 
job, strictly at repair work: salary $35 
a week. Address “K., 2979," , care 
Jewelers’ Circular-Keystone. 





RETAIL SALESMAN, 15 years’ thorough 
experience in every phase of cash and 
credit business; finest references. Ad- 
dress “D., 2991,” care Jewelers’ Circu- 
lar-Keystone. 





ADVERTISING MAN, young, alert, capa- 
ble, intimate knowledge radio appli- 
ance field; credit merchandising experi- 
ence. Address “V., 3013,” care Jewel- 
ers’ Circular-Keystone. 





TOP-NOTCH salesman; one Who claims 
only ability to sell; available now for 
well established credit jewelry store; 
confidential. Address ‘“P., 2962,’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, engraver, stone setter 
and clock man, desires position in 
vicinity of New York or New Jersey. 
Address “K., 2959,” care Jewelers’ Cir- 
cular-Keystone. 





FIRST CLASS watchmaker, 22 vears’ ex- 
perience, desires position; willing to go 
anywhere. Address “C., 2992,” care 
Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





WATCHMAKER, 39, 21 years’ experience 
with reputable firms; references. Ad- 
dress “F., 2945,” care Jewelers’ Cir- 
cular-Keystone. 





HIGH GRADE watchmaker, repair de- 
partment manager, salesman. Address 
“K.,. 3025,” care Jewelers’ Circular- 
Keystone. 





FIRST CLASS watchmaker, also experi- 
enced on all makes of clocks; do light 
jewelry repairing; age 35: married; 
will go anywhere. Address “E., 2956,” 
care Jewelers’ Circular-Keystone. 





DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer; as- 
sorting loose diamonds, also mounted 
work: excellent references; available 
immediately. Address “L., 1964,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, 19 years’ wholesale and re- 
tail experience, jewelry and _ kindred 
lines; age 39; Gentile; desires position 
with reputable firm; references. Ad- 
dress “A., 3027,” care Jewelers’ Circu- 
lar-Keystone. 





MANUFACTURING jeweler and setter, 
well trained, background; capable de- 
signing to finishing; wants permanent 
position with reliable concern; has 
tools; references. Address “J., 3040,” 
care Jewelers’ Circular-Keystone. 


CREDIT and collection manager desires 
permanent connection, assistant store 
manager ; five years’ experience credits: 
attorney; married; age 35; able cor. 
respondent. Louis Stone, 1674 Broad- 
way, New York City. 





CREDIT JEWELRY - salesman, map- 
agerial ability, thoroughly experienceq 
every phase retail credit field, inter. 


ested permanent position reliable or. 
ganization. Address “H., 3038,” care 
Jewelers’ Circular-Keystone, 

aie -—_——— 





EXPERT in diamond appraising, watches 
jewelry, wants position; 25 years’ ex: 
perience ; have been appraiser for court 
for 10 years; excellent man for right 
job. Address “‘S., 2986,” care Jewelers’ 
Circular-Keystone. 





FINE WATCHMAKER, who is high class 
salesman, good engraver, neat, sober 
and pleasant disposition, wants job 
with good concern; will go anywhere. 
Address “P., 2983,” care Jewelers’ Cir. 
cular-Keystone. 





YOUNG MAN, 10 years’ experience with 
watches and jewelry, including buying, 
desires position with watch or jewelry 


house; excellent references. Address 
“L., 3026,” care Jewelers’ Circular- 
Keystone. 





BOOKKEEPER, young lady, thoroughly 
experienced, jobbing and manufactur- 
ing jewelry; complete charge cor- 
respondence, collections and credits; 
excellent references. Address “R, 
3039,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, 28 years’ experience, 
all grades watches, close timing, proper 
adjustment, casing; clock, light jewel- 
ry repairing; references; permanent 
position desired. Address “A., 3014,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, age 35, complete charge 
of repair department; 20 years’ experi- 
ence; own modern tools; also light 
jewelry repairing; employed at pres- 
ent; $50 per week. W. M. Justus, 489 
E. 120th St., Cleveland, Ohio. 





BOOKKEEPER, stenographer, thorough- 
ly competent to take full charge, 
credits, collections and correspondence; 
10 years’ executive experience in jewel- 
ry trade. Address “C., 2927,” care 
Jewelers’ Circular-Keystone. 





SNGRAVER, first class combination 
man, engraver, jeweler and salesman, 
desires change; 20 years’ experience; 
married; sober habits. Address “M., 
2941,” care Jewelers’ Circular-Key- 
stone, 





STORE MANAGER; well rounded ex- 


perience; practical; broad minded : 
good will creator; aggressive, apprecia- 
tive on relationship sales, credits; 


highest reference. Address “L., 2961,” 
care Jewelers’ Circular-Keystone. 








CERTIFIED watchmaker, Bowman 
trained; 16 years’ watchwork; capable 
of repairing baguettes, railroad and 
complicated watches, also ring sizing; 
age 32, married. Address ‘M., 3004,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, 12 years’ manager de- 
partment, better stores; thoroughly 
capable rendering prompt, satisfying 
service to customers of reputable store; 
no credit chains; South or Midwest. 
Address “C., 2954,” care Jewelers’ Cir- 
cular-Keystone. 
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Special Order Work and 
Repairs for the Crade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








0 7TLRY AND WATCH repairing; 
sey ea oi4 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 


Lou.s, Mo. 





DIAMOND SETTING; skilled, efficient 
workmanship and prompt service; 
prices upon request. D. Geller, 51 
Chrystie St., New York City. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 


AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 


Ga. 








To Let. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








MIAMI, FLA., for rent, ideal location for 
jewelry store 15’ x 50’ on Flagler St. 
L. Lober (owner), 30 Broad St., New 
York. 





OPPORTUNITY for jeweler on a busy 
block in Jamaica; store 14%x60; he- 
tween a large department store and 
theatre; $200 monthly. Apply Hoff- 
man, 155-32 Jamaica Ave., L. I., N. Y. 





BENCH SPACE or part of loft suitable 
for jeweler, engraver, watchmaker or 
casemaker; excellent North light: rea- 


sonable rent. 115 W. 45th St., Room 


1206, New York. 


HAVE ample space for optician in our 
now modern jewelry store; good loca- 
tion in Kansas; good opportunity if 
you have your own equipment; get in 
touch with us immediately. Address 
“K., 2938," care Jewelers’ Circular-Key- 
stone. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH REPAJRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS;; increase your ability 
through the highly recommended 
books: “Rules and Practice for Ad- 
justing Watches” and “Practical Bal- 
ance and Hairspring Work” by Walter 
5 aca Your jobber or trade jour- 
nal, 























JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 


Jewelry, Woodrow Wilson High 
School, Washington, D. C. 


A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 
Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 5éth Sts. 
Philadelphia, Pa. 


100 East 42nd St. 
New York, N. Y. 
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LUNT OFFERS PLAN TO WIDEN SALES OF STERLING 


sw wg 


+ eh, 
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Suggested window display for selling ‘the Seven 


Realizing that there are many thou- 
sands of women who long for a fine set 
of sterling yet who feel that even the 
amount involved in the monthly pur- 
chase of a place-setting is more than 
their limited budgets will stand, Lunt 
Silversmiths, Greenfield, Mass., have de- 
veloped a plan to enable the jeweler to 
reach this huge and heretofore hardly 
touched market. 

Judging by comments received from 
retailers who have adopted the idea, it 
is producing real results in building ad- 
ditional sales in a market which had 
seemed to offer small possibilities. 

The plan is called “Seven Easy Steps 
to the Possession of a Sterling Service,” 
and offers a means by which at a cost 
of only about $10 a month, women of 
moderate means can acquire the set of 
sterling that they covet. The seven steps 
consist of seven monthly purchases. The 
first month, the customer purchases four 
teaspoons at approximately $7. The next 
month four salad forks are bought at 
about $11.75. The third month, the 
outlay is $7.75, for which the customer 
gets a cheese server, hors d’oeuvre or 
lemon fork and sugar tongs, which, with 
previous purchases, makes up a Junior 
Hostess Set that permits her to start 
actual use of her sterling for an after- 
hoon bridge or evening snack, and once 
the use of the set is begun, the desire for 
completion becomes keener than ever. 
The total cost at this point is only 
$26.50, spread over three months. 

The next month, four butter spreaders 
the fifth month, 


are added at $9.75; 

four dessert forks; the sixth month. 
four dessert knives, and the seventh 
month, four cream soup spoons, thus 


acquiring a handsome set of sterling ade- 
quate for serving dinner for four per- 
sons, and with a monthly outlay aver- 
aging only about $10.00. 

To provide the jeweler with a dra- 
matic and effective presentation of the 
idea, Lunt Silversmiths have created a 
set of window cards whose use is shown 
in the accompanying photograph of a 
suggested window display. The large 
card in the center depicts a young 
woman taking the “Seven Easy Steps,” 


y 
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Easy Steps.'' Lunt supplies the display cards 





while under each is silhoueted the corre- 
sponding silver pieces for each set with 
their price. Smaller cards describe the 
plan, give prices on the Junior and 
Senior Hostess Sets and _ invite the 
passerby to come in and inquire about 
further details. To tie in with the dis- 
play, Lunt has also provided folders 
for counter use which outline the plan 
and are entitled “Spare your budget 
but have your sterling.” 

The color scheme of the cards is 
pink, gray and white, and it is suggested 
that these same colors be the predom- 
inating ones in the window for as close 
as possible a tie-up. 

In the market where the jewelers’ 
bugaboo is—“I can’t afford it, sterling 
is so expensive,’ Lunt’s plan should 
prove a welcome tonic to the sales of 
progressive jewelers. 


Bulova Pays 50¢ Dividend 


John H. Ballard, president of the 
Bulova Watch Co., has announced that 
at a recent meeting of the Board of 
Directors, the company’s regular quar- 
terly dividend of 50 cents on common 
shares was declared payable on July 1, 
to stockholders of record on June 20. 


Speidel to Advertise "Key Guard" 


Speidel Corporation, Providence, states 
that the rapid rise in sales of their re- 
cently announced patented “Key Guard” 
warrants a consumer advertising cam- 
paign on this useful women’s item. 
Plans are made for a consistent schedule 
in Vogue, beginning in the September 
issue. 








Girard-Perregaux Ads Win Prize 


The National Advertising Agency 
Network awarded to Girard-Perregaux 
Watch Co. second prize for the most 
outstanding national advertising. 

The advertising agency in charge of 
the Girard-Perregaux & Co. account is 
A. W. Lewin Co., Inc., Newark, well 
known for their activity in jewelry ad- 
vertising and merchandising. 
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Longines Develops Siderograph 
To Chart Planes by Stars 


To meet the difficult conditions enp- 
countered in the navigation of the mod- 
ern fast flying airplanes, Longines-Witt- 
nauer Watch Co., New York, has cre- 
ated a special timepiece known as the 
siderograph with time readings in de- 
grees and minutes of are to facilitate 
fast and accurate establishment of posi- 
tion. It is particularly useful in connec- 
tion with the sidereal hour angle tables 
published by the Bureau of Longitude 
of the French Government or H. M. 
Nautical Office of England. 

Outwardly, the Longines siderograph 
suggests a modern form of box chronom- 
eter. The siderograph is mounted on 
metal gimbals and housed in a strong 
aluminum case with an_ unbreakable 
glass cover. Its face is illuminated at 


night by four lamps mounted under the 
cover. To assure accuracy in the intense 
cold of high altitudes, a thermostatically 





y 





Longines’ Siderograph 


controlled heating coil in the case, auto- 
matically prevents the temperature from 
falling below 68 deg. F. and also pre- 
vents frosting of the glass. Current for 
the lamps and the heating element is 
taken from the batteries of the plane. 

The siderograph has three dials, one 
within the other, each with numerals of 
a distinct color which are read from 
three hands of corresponding colors. The 
center dial covers 360 deg. of are with 
divisions of 10 deg.; the inner dial covers 
10 deg. with divisions of 1 deg.; the outer 
dial covers 1 deg. with divisions of min- 
utes and decimals. 

The siderograph is ordinarily rated to 
sidereal time and the short hand makes 
one complete revolution of 360 deg. in 
23 hr. 56 min. corresponding to the ap- 
parent diurnal motion of the stars. 

The long hand is triple, ie., three 
hands moving as one. Two of these 
hands can be independently stopped by 
pressing the side push piece. In sextant 
operations the push piece is operated by 
a cable release similar to that used on a 
camera. Pressure on the push piece or 
cable release stops one of the hands, 
second pressure stops the other hand. 
Thus the exact moment of the observa- 
tion is fixed on the siderograph. Third 
pressure causes the two stopped hands 
to join the continuously moving hand and 
all three proceed as one. 

Extreme accuracy, and elimination of 
the necessity for compensating for chro- 
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nometer error is provided by two fea- 
tures. The outer dial may be brought 
into precise accord with a radio time 
signal by rotating it under the long hand 
by means of a knurled knob; or, the 
movement may be stopped by a catch 
which actuates a brake on the balance. 
After stopping the movement the hands 
may be preset with a master chronome- 
ter or radio time signal and the move- 
ment started again when in_ precise 
agreement to the second. 

At a price of $1,000 the Longines 
siderograph will not find a great market 
for the navigation of private planes but 
is of serious importance to ocean-going 
transport and military planes’ which 
must rely exclusively on the heavenly 
bodies to determine their position. 


Elgin's 1941 Catalog Now Ready 


Numerous technical and style inno- 
vations in ladies’, men’s and professional 
type watches were introduced to the 
trade this month by the Elgin National 
Watch Co., in its catalog of 1941 time- 
pieces. 

Most notable trend in the new watches 
is the widespread adaptation of rose 
gold to a variety of watch styles in all 
types. The new finely adjusted move- 
ment of the 1941 Lady Elgins and vari- 
ous technical advances incorporated in 
the B. W. Raymond railroad watch 
series are also noteworthy in Elgin’s 
latest catalog of products. 

Two pages are devoted to examples 
of diamond-set Lady Elgins, of which, 
for the first time, there is a complete 
set, combining the 19-jewel Lady Elgin 
movement with a wide variety of jew- 
eled cases. , 

Also for the first time, there are rose 
gold models in the 17-jewel DeLuxe 
series, with several diamond-set types 
in the ladies’ styles. Even in the 15- 
jewel Elgins there are numerous rose 
gold cases, despite the inexpensive price 
range. Doctors’, nurses’, nuns’ and 
pilots’ watches have changed the least, 
but all have been brought up to the 
minute. 

The Elgin 1941 catalog also includes 
a wide variety of ultra thin pocket 
watches, shows the latest types of mod- 
ern clocks, and includes a series of de- 
scriptive paragraphs regarding Elgin’s 
technical processes of manufacturing 
and precision standards. 


Hollophane Units Light Counters 


Hollophane Co., Inc., 342 Madison 
Ave., New York, says that its newly de- 
veloped Counterlite is a precision light- 





Exposed Hollophane Counterlite 


ing instrument specifically designed to 
light store counters. It projects an 
asymmetric beam of light — narrow 
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across and spread along the counter 
and directs secondary distribution —to- 
wards the shelves and store traffic areas. 
The contour of this light, which is 
availab'e for recessed or exposed mount- 
ing, and its external prismatic surface 
are in directional harmony with the 
counter. In many stores Counterlites 
alone are said to provide illumination 
for the entire store interior. 


80-Pound Silver Golf Trophy 
Created by the Watson Co. 


The new Louisiana State Golf Associ- 
ation trophy, made by the Watson 
Co., Attleboro, Mass., for the Schnack 
Jewelry Co., Alexandria, La., who made 
the sale, is an outstanding example of 
sterling, craftsmanship. Weighing ap- 
proximately 80 lb. and standing 37 in. 
high, ‘this magnificent piece took six 
months of continuous effort by highly 
skilled silversmiths to complete. 

The trophy, awarded annually to the 
year’s outstanding golf player by the 
Louisiana State Golf Association, is an 
exact replica of the Louisiana state 





37 Inches of Sterling 


capitol. To insure perfect accuracy of 
scale and proportion, the architects’ 
original blueprints of the building were 
used to guide the work. Modeling, cast- 
ing, silversmithing, chasing and finishing 
were entrusted only to the most skilied 
and experienced craftsmen. 

Complete dimensions of this silver 
masterpiece are: height, including base, 
37 in.; width at widest point, 31 in.; 
breadth, 15 in. The designers’ specifica- 
tions called for a minimum weight of 500 
oz. of silver. To give the piece correct 
balance and additional strength and du- 
rability, 40 more oz. were used, making 
the total weight, including base, approxi- 
mately 80 Ib. 


International Renews Radio Period; 
Literary Quiz Now Being Broadcast 


The International Silver Co. last 
month renewed its contract for its 6:00- 
6:30 p.m. Sunday broadcast period on 
CBS. The program heard in the period 
at the present time is “Fun in Print,” a 
literary quiz which serves as summer re- 


placement for the company’s regular 
“Silver Theater.” 
“Fun in Print,” supervised by the 
109 








Literary Guild and conducted by Sig- 
mund Spaeth as master of ceremonies, 
has been heard over 26 CBS stations 
since May 12. Like the “Silver Theater,” 
which presents famous actors and ac- 
tresses of stage and screen in original 
radio dramas and features Conrad Na- 
gel as narrator-director, “Fun in Print” 
is broadcast in behalf of International 
Sterling and 1847 Rogers Bros. Silver- 
plate. 

The striking success, which its CBS 
program has had as an advertising me- 
dium for the International Silver Com- 
pany, was described in a recent Colum- 
bia brochure, entitled “Silver Into 
Gold.” 


BRUNER-RITTER IN NEW PLANT 





The factory of Bruner-Ritter, Inc., 
has been moved from 350 Hudson St., 
New York, to a new plant at 1720 Fair- 
field Ave., Bridgeport, Conn., which is 
said to be the largest watch band fac- 
tory in existence. It has been newly 
equipped with modern machinery, and 
new production methods will be em- 
ployed to facilitate the constantly grow- 
ing output of B/R Bands. The last 
word in experimental laboratories is a 
feature of this new plant. 

Simultaneously the Bruner-Ritter ex- 
ecutive offices have been installed in new 
and larger quarters at 630 5th Ave. 
(Radio City). These new offices, smartly 
modern in decoration, provide conveni- 
ent, centrally-located showrooms. 


New Features in Hadley Men's Line 


With the hundreds of design and me- 
chanical patents already in force in the 
field of men’s jewelry, there would seem 
to be little possibility for new ones. Yet 
the new line of men’s items announced 
by The Hadley Co., last month incorpo- 
rates many of both kinds, says the man- 
ufacturer. 

The cravat chains, for example, are 
done in a new smart tapered design, 
while from the mechanical side, an inge- 
nious patented “stop” prevents the clasp 
from tilting and automatically centers 
the signet on the tie. Both design and 
mechnical innovations are likewise in- 
cluded in the key chains which permit 
opening at any desired point to remove 
any key without disturbing the others. 

The collar holders, which include sev- 
eral “extra long” models, have specially 
designed coiled ends which incorporate 
a ribbing at the point of grip to insure 
firm hold on the collar, without wrin- 
kling. 

The cuff links, too, are designed for 
greater practicability, with stones in 
round, cushion, octagon and square set- 
tings enhanced by a wide frame of gold 
decorating the outer end. 

All items in the line which also in- 
cludes belt buckles, tie clasps, Waldemar 
knives, sport chains, ete., are made of 
rolled gold plate or gold filled material. 





KREISLER MOVES TO NEW MODERN PLANT 
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The new Kreisler plant is handsomely modern. 
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Inset: Jacques Kreisler, President, and Tobias J. Stern, 


Vice-President of the company 


Jacques Kreisler Mfg. Corp. on July 1, 
moved its factory and executive offices to 
the new modern plant, just erected by 
this company at 9015 Bergenline Ave., 
North Bergen, N. J., which is pictured 
above. As the firm moved into its new 
home, employees presented to Jacques 
Kreisler, president, and Tobias Stern, 
vice-president, and owners of the com- 
pany, a handsome plaque in appreciation 
of their guidance and consideration for 
the welfare of the firm’s 300 employees 
throughout the 26 vears that the com- 
pany has been in business. 

While the premises were actually oc- 
cupied on July 1, formal opening cere- 
monies and a reception will be held on 
July 12, at which time the firm’s friends 
and customers will be invited to visit and 
inspect the new building which contains 
more than 35.000 square feet of manu- 
facturing space laid out in such a man- 
ner as to create a continuous production 
flow from one end of the building to the 
other. The most modern of new machin- 
ery has been installed to further improve 
the efficiency of production and quality 
ef the goods. General executive offices 
are on a separate floor and occupy over 
5,000 square feet in addition to the manu- 
facturing space. While the manufactur- 
ing, administration and general sales will 
be conducted from the new plant, the 
company will continue to maintain its 
showroom at their former New York 
address, 136 West 52nd St., for the con- 
venience of customers. 

The Kreisler firm has achieved an en- 
viable revutation as a manufacturer of 
fine jewelry. Starting 26 years ago as 
a manufacturer of diamond and vlatinum 
merchandise. in which it met with notable 
success, a line of wrist watch attach- 
ments was added a few vears later, 
Kreisler being one of the pioneers in the 
development of this field. A little over 
a year ago, the company entered upon 
the manufacture and sale of high-grade 
goldplated men’s jewelry, and the Kreis- 
ler line today embraces in addition to 
this, a similar array of women’s ‘ewelry 
accessories, and of watch bands, the lat- 
ter having long been one of the main- 


stays of the concern. ‘The manufacture 
of diamond and platinum goods was dis- 
continued some time ago in order to con- 
centrate upon the company’s present 
lines which it was felt offered greater 
possibilities. 

Kreisler has consistently adhered to 
the policy of marketing exclusively 
through retail jewelers, selling direct to 
the trade through its own staff of 15 
field representatives and backing up the 
merchandising effort with a strong and 
consistent campaign of advertising in 
both the cunsumer and trade press. 

Present officials of the firm include: 
Jacques Kreisler, president; Tobias J. 
Stern, vice-president; Alfred Derringer, 
who has been with the company 21 years, 
general manager; and J. Fraley Ber- 
mond, sales promotion manager. 








1847 Rogers Bros.’ Pattern Chosen 
To Show 8113 A. D. How 1940 Lived 


Included in one of the great glass jars 
filled with objects used in our regular 
life of today, and placed in a sealed 
crypt beneath Oglethorpe University, is 
a place setting of 1847 Rogers Bros, 
“First Love” pattern. Detailed instruc- 
tions written on rice paper explain the 
use of the silverplated pieces and all 
other objects. 

The crypt was closed on May 25, when 
an impenetrable steel door was welded 
into place, not to be opened until the 
year 8113 A.D. Two-and-one-half foot 
stone walls, lined with pocelain enamel, 
will protect the objects during their long 
interment. 

Dr. Thornwell Jacobs, president of 
Oglethorpe University, and Dr. T. K. 
Peters, archivist, have spent four years 
collecting these typical appurtenances 
of modern life. “First Love” was 
chosen as typical of the silverware ap- 
proved for use today. 


Sheaffer Pen Pays 15°, Bonus 


Employees of the W. A. Sheaffer Pen 
Co., Fort Madison, Ia., will receive a 
mid-year profit-sharing bonus on June 
28 of 15% of their individual earnings 
during the six months ending May 31. 
The profit sharing will be paid to each 
employee of the company, regardless of 
length of service. 


C. RR. Sheaffer, president, stated, 
“This is the largest mid-year _ profit- 
sharing payment we have ever paid, 
both in total dollars and cents and in 


percentage of employees’ earnings. Our 
employees’ profit-sharing plan works 
hand-in-hand with the devidends paid to 
stockholders. As earnings — increase, 
dividends increase, and so does_ profit 
sharing to employees in definite ratio. 


vice versa when dividends go down, 
profit-sharing payments must _neces- 
sarily also go down. 

The June 28 payment is the tenth 
profit-sharing bonus Sheaffer employees 
will have received. 


UNION PACIFIC WATCH INSPECTORS VISIT ELGIN 





The entire watch inspectors’ unit, con- 
sisting of about 100 technical experts, 
of the Union Pacific Railway spent a 
day visiting the Elgin National Watch 
factory at Elgin, Ill., last month, to see 
the manufacture of the famous Elgin 
B. W. Raymond railroad watches. 

The watch inspectors came from all 
parts of the country and were given a 
demonstration of the technical advances 
in timekeeping equipment that have been 
recently achieved at Elgin. Of especial 
interest was the precision processes per- 
fected by Elgin for making its new 
“Timemaster” for use on the crack trains 
of America. This 23-jewel watch is non- 
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magnetic, unaffected even by Diesel or 


electric locomotives, non-corrosive, and 
incorporates Elgin’s patented Elginium 
hairspring, grooved balance staff and 
Invar balance. ‘The railroad watch 
series is named for the first president 
of Elgin, B. W. Raymond. 

The meeting of the inspectors was 
addressed by Frank D. Urie, superin- 
tendent of the research and inspection 
division of the plant, and at a luncheon, 
at the Elgin Country Club, Howard D. 
Schaeffer, vice-president, served as host, 
and James G. Shennan, general factory 
superintendent, escorted the railway men 
through the plant. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1940 











hein 











INDEX TO ADVERTISEMENTS 


acme Watch Co.............-.- 89 
Aisenstein-Woronock & Sons, Inc. 8 
American Gem Society ......... 48 
American National Jewelers 

[OO RCO ee ence 16 


American Time Products, Inc.... 98 
Arch Crown Tag & Sampling Co. 82 


Art Metal Works, Inc........... 80 
Art Plating Works ............ 87 
Maar Ge C0., ENG... <vinc oes sewer @ 
a erearrrrr rr err. 52, 53 
Bechtel, Joseph B., & Co., Inc.... 84 
Becker-Heckman Co. .......... 89 
Bellevue-Stratford Hotel ....... 85 
eB. Dg CO 5 cece eee nccee's 54 
Mgt, OWORG 66.5 kecwiess cesses 94 
Bowman Technical School... 84 
Mee INO. WOU Ee os cee se cdeee es 79 
Bradley Polytechnic Institute.... 100 
Braunfeld & Mehlman.......... 81 
Bristol Seamless Ring Co........ 11 
Brogan, Byard F............. 84 
Bruner-Ritter, Inc. .......... 9 
Brussel, A. Stanley ............ 72 
Castleton China, Inc. .........%. 69 
Central Wateh Co........... . 89 
Central Watch Materials & Sup- 

We (COiy, BCs eo 5o-6 cc wein sce eee 84 
Chicago Gift Show........ wee On 
Chinese Gems Co., Inec.......... 2 
Cooper, Joseph B., & Son, Inc.... 64 
Copeland & Thompson, Ine...... VY 
| COTS GC 30 See ae ae ee 83 
DeBeeis Consolidated Mines, Ltd., 

and Associated Companies.... 45 
Dee, Thomas J., & Co....... .. 63 
Dimes, Richard, Co............. 93 
Doernberger & Muck ......... 90 
WOUDEAVS COs 66 cos ik. a ceewes 81 


Eastern Mfrs. & Importers Ex- 


MOBI «5 cc5. breksie o-8 er Wide ws 0 (3. 
Ebeling & Reuss, Inc..........2. 73 
Elgin National Watch Co......12, 13 
Empire Smelting & Refining Co. 84 
ae, @., & Ce, BG. os esc nes 86 
go eon 73 
Exchange Watch Repair Co...... 83 
Exhibitors Committee .......... 16 
Fabrikant Bros., Ine....... ana) ae 
Felsenfeld, Jack J.............. 83 
Frmerg Mig. Co. ..........00.. 54 
weer, J. M., Co........ sie cer 80 
Fisher’s Supply House......... 87 
Forstner Chait Corp. o6.....5 6 54 
Friedman Gem Co., Ine.......... 82 


Fuller, George H., & Son Co. .. 88 


Gemological Institute of America 


54, 98 
Gerwe-Frohman Co. ........... 92 
Goodman, Julius, & Son.... .. *87 
Graff, Washbourne & Dunn..... 81 
| een 90 





Greene, Wie C., Cos . ccc cwccce 54 
Greenwold-Grift Co. ........... 92 
Griffith, R. L., & Son Co... ...... 54 
Gruen, The, Watch Co.......... 24 
BENONOD COs 6 coca sanciw rn eee car 23 
Hamilton Watch Co. ........... 14 
Haviland, Theo., & Co., Inc...... 94 
Faawues. ). G.. & Coy. .. .cececws 94 
Hayward, Walter E., Co......... 54 
Heinrich & Winterling, Inc..... 94 
Hertel, Wm., & Co., Ine........ 83 


Heyman, Oscar, & Bros., Inec..... 47 


Imperial Pearl Syndicate....... 85 
International Silver Co.......... 4, 5 


Jacobs, D., & Sons Co..... wx Ge 


Jacoby-Bender, Inc. ............ 20 
Jewelers Die Service........... 89 
Jungerson, Thoger G. .......... 76 
Nal D. © We & Coke oie caces 46 
Kastenhuber & Lehrfeld........ 98 
Katz & Oguash, Ine..........2.<. 3 
Kestenman Bros. Mfg. Co....... 54 
Wr. RIGUEO ois ri ons cw wecacet 89 
Mlent Broa, CO... csv cece eer 92 
OMRON. WAR « << ¢ oe cso .cciatd Ooie's 86 


Kreisler, Jacques, Mfg. Corp..... 6 


UOT OV 80 a re 90 
Pasko Sttanw Cos .<cc 6 oic caus 17 
Lees & Sanders, Ltd............ 100 
ON NNR ao oo vec cee nna las 94 
Le Stage Mfe. Co. .........%. . 61 
Leys, Christie, & Co............ 81 
Lindemann, W. E.............. 94 
bitwin & Sons... ...... 6... 92 


Longines-Wittnauer Watch Co., 


RUM aticrctevata ara drassreral ea ae a 41 
Manchester Silver Co. .......... 85 
WBPRBSRANOND Clot 6.5 2's iersse season ace 54 
Massachusetts School of Optome- 

We WIN 5S ao. wi cave Soa glove aan erates 93 
Meitae G& SHAW . i. 6s cece ewes 89 
Merchandise Mart ............. 75 
Mermod-Jaccard-King ......... 67 
Wrientlel, Ac. CO. cic cckckicccewe 55 
Michigan Dial Refinishing Co.... 89 
Mikimoto, K.,. Iie... .....ecescss 43 
Nathan, S., & Co., Ines........ 80, 81 
National Assn. of Credit Jewelers 16 
National Jewelers’ Mutual Fire 

EMSUPGNEE- CO. oosck ck cece dec cs 93 
Newall Manufacturing Co....... 88 
Nople. By Bi, @ OG... ook s ke wwss 88 
Nye, William F., Inc.......... 100 
Oneida Ltd. ..... Outside Back Cover 


Ostby & Barton Co., Inc., 
Inside Front Cover, 55 


Paris Lapidary Co. <..26 66640 
Philadelphia College of Horology 
Piteairn, Wm. S., Corpm..:....-. 
Pittsburgh Plate Glass Co....... 
Ro ON) Se ear 
Providence Stock Co. ........... 


Giiaat Crees fcc sb eewee cs eas 


Reed & Barton Corp............ 
DRUG BOR Bib iis a'cicnc awe damade ss 
Menard, We. Ba, COs sc ccecicigus 
ey Gi GOW. . 6 ce cee ee enes 
Rosenthal China Corp. ......... 
Royal Dial & Refinishing Co..... 


prea: Othe. hs wae awa aa ealu ae 
Siam? Be Gn Oils 6 wx oo sce es oes 
Sehick, Harry C., Ine........... 
Sete MRINOS oc ocean eaceece ees 
Serene ie Oe Oks oink sk oa wares 
Sehumer Bros: Co. ...........+. 
Schwartz, Fred F. ...........-. 
Sheffield Silver Co. ...........- 
Shiman Bros. & Co., Inc......... 
Sickles, Louis 
Simnuiee ie Oe. Cas. cxd cosines 
SiamemcennGes Oh. 2 cca ds eens 
STAG NONI 3 oo oe sccceencaas 
Smyth, Albert S., Co., Inc....... 
SGMNG BROT, BINGss cic a'deecate sas 
SSR et NaS a> bin weno eiey 
Special Notices, 


102, 103, 104, 105, 106, 107 


81 
84 
94 
21 
82 


55 


88 


SHIGE OMNI ac we aansuresuawe 15, 55 
Stein & Ellbogen Co............ 88 
Seen i Cee BOs coe cd hewmen en 48 
Stari Ree OCOe 6 os ce as ds bees 55 
Straub, Paul A., & Co., Inc...... 94 
Superior Wedding Band Co., Ine. 83 
Surnamer, S. d., Ca., Ene... se 81 
Swank Products, Inc. ......... 18, 19 
SW On ive obs Hereoeaans 88 
Syracuse Silver Co. ............ 85 
Tharaud, Justin, Ine. .......... 94 
Pisttic Seen COs... oo bscincaaceds 93 
U. S. Bronaze Sign Ca........... 82 
Whe Se RU is ag x eas chines 87 
Uptown Hairspring Service..... 83 
Venieghal Be Rea enc cc ees 72 
Vernon-Benshoff Co. ........... 90 
Wadsworth Watch Case Co...... 39 
Waldorf Astoria Hotel ......... 49 
Want Advertisements, 

102, 103, 104, 105, 106, 107 
Watch-Motor Mainspring Co., Ine. 83 
Wedgwood, Josiah, & Son, Inc.... 94 
Weinhaus, Samuel, Co. ......... 90 
Weksler & Goodman, Ine........ 67 
Wells Manufacturing Co........ 85 
Western Tray & Case Co........ 92 
White. J. £., Mite CO. s..5 2. sees 55 
Whitelaw Brothers ............ 81 
TrimkitemoP ows «<<.siwdseceeues 84 
Zouri Store Fronts ............ 65 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for July, 1940 


111 








Hed Jn Bareclurioms.. 


GRAB! 


THE MEN who practice what they would like to have 
called the “profession” of optometry have succeeded in 
putting over a fast one in Massachusetts. 

Some two years ago, by dint of a strongly organized 
and well financed lobby, they managed to get the legis- 
lature of that state to pass a bill which, in essence, for- 
bade any jeweler or other store to have an optometric 
department, even though that department were operated 
by a fully qualified and licensed optometrist. 

The governor promptly vetoed this attempt to con- 
fiscate the property rights which reputable merchants 
had built up in their optical departments through years 
of perfectly legitimate operation, but the lobby got the 
measure re-enacted over his veto. 

However, there was some question as to the constitu- 
tionality of this action, since it was not done by two- 
thirds of the entire membership of the legislature, but 
only by two-thirds of those who happened to be present 
at the time the vote was taken. 

On that ground, one prominent Massachusetts jeweler 
obtained a temporary injunction restraining the state 
from enforcing the statute, but the state Supreme Court 
has now set that aside, and the statute is in force. 

The whole thing, of course, is merely a sordid grab. 

_Even the poor old thread-bare worn out camouflage of 
“safeguarding the public,” which is so often used as a 
screen for putting over selfish legislation, can’t be set up 
here, for the public was already fully protected by the 
requirement that persons actually testing eyes be quali- 
fied and registered. Whether they work for someone 
else or practice independently has nothing to do with 
their ability. 

Such seizure of other people’s property rights by 
government decree, doesn’t sound much like democratic 
America, but it’s now an accomplished fact in Massa- 
chusetts. Jewelers in other parts of the country had 
better be alert to prevent similar confiscatory legislation 
from being slipped over in their states, now that optom- 
etrists have found what they can get away with. 


NAIVE 


IN AN EFFORT to justify his acceptance of the ad- 
vertising of cut-rate watch repairs which was con- 
demned in a resolution adopted at the recent U.H.A. 
convention, the publisher of a certain jewelry trade 
periodical asked a question so incredibly naive that we. 
would hesitate to quote it if he himself had not pub- 
lished it in his own columns. 

“Just what objection,” this gentleman inquired, “does 
the U.H.A. have to such ads? We used to know a small 
boy who, when caught in some especially flagrant mis- 
deed, would put on an angelic expression and inquire, 
“Why, Mother, was that wrong?” Sometimes it worked. 

Perhaps our friend is trying the same technique. Cer- 
tainly the answer to his question should be obvious to 
anyone who has been around the jewelry industry as 
long as he. 


112 


KNITTING © 


JUNE Hamilton Rhodes, counsel to the Jewelry 
Industry Publicity Board, offers some of the soundest 
advice that we have yet heard, for these days of un- 
easiness and worry. 

“Saving, hoarding, going about with fear in our 
hearts, will drop the first monkey wrench into our in- — 
dustrial structure,” says Mrs. Rhodes. “If we love our 
country and the tradition of our democracy, we will stick 
to our knitting, come what may. 

“The enemy without, and the enemy within our gates, 
are awaiting the moment when we lose heart, become 
discouraged, listen to war news till we are jittery, and 
begin to let down. Our country needs us—right where 
we are—and doing the best work of our lives. 

‘“‘As world markets close, home markets must expand, 
We must buy more, sell more, use more merchandise to 
keep Americans at work. The fortunes of these United 
States will follow the pattern of our own personal con- 
duct. Let us by our courage, our fortitude, and our un- 
failing faith in all that we have and are, exert our 
influence in the right direction.” 

We wish that everybody in every branch of the 
jewelry industry would memorize Mrs. Rhodes’ words, 
and recall them whenever he is tempted to let his 
decisions or actions be swayed from their normal course 
by fear of the future. 


TAXES — 


JEWELERS throughout the country _ probably 
heaved a sigh of relief when they found that the new 
Federal tax bill, although upping taxes on their net 
profits (if any) and their salaries, along with those of all 
other business men, did not single out jewelry for special 
and individual taxation. 

Jewelers, like all other patriotic Americans, are ready 
and willing to pay their fair and proper share of the 
cost of meeting the present national emergency, but they 
would be less or more than human if they did not want 
to avoid being unfairly discriminated against. 

So far such discrimination has not arisen, but what 
Congress may ultimately do, no one knows. 

However, both A.N.R.J.A. and N.A.C.J. are on the 
alert and ready to swing into instant action if that 
should prove necessary. In the meanwhile, we recom- 
mend the advice of Secretary Charles T. Evans of the 
former, to sit tight and not invite unnecessary difficulty 
by premature action. 


tl. f. 


Editor 





